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LIGHT COLUMNS™ 

PATENT PENDING 

Odyssey's Scrim Werks v Light Columns create 
dramatic lighting effects using portable aluminum 
frames and scrim sleeves, ranging in height from 
1ft to 10ft tall. Odyssey's patent-pending columns 
are sturdy, lightweight and cost-effective alternative 
solutions to traditional square truss setups. Designed 
with portability in mind, the columns easily setup 
within minutes and ship in a flat and compact footprint. 

Each column design consists of 4 individual aluminum 
tubes, top and bottom plates, and a corresponding 
scrim sleeve 

Features: 

• Fully Collapsible for Convenient Compact Storage and Transport 

• Center Bolt Hole on Plates to Secure Lighting Fixtures or Other Gear 

• Scalable Sizing with the Ability to Attach on Top of Ore Another 

• Ships Flat for a Highly Portable Solution 
■ Easy Set Up and Tear Down Design 

• Adjustable to various different possitions 

• Includes White Column Scrim 

• Durable Stretch Material 

• Flame Retardant Treated 

• Machine Washable 


Odyssey Innovative Designs is also known as ODY-USA. C) ODYU5A /Odyssey is an industry-leading designer and 
manufacturer of professional mobile accessory solutions for the DJ, musical instruments, and pro audiomarkets. 
Founded in 1995, Odyssey has brought to market hundreds of unique products and continues to lead the industry 
with innovative patented products. With numerous technology and design awards, Odyssey has established a worldwide 

reputation for innovation, quality and design. The Odyssey group of companies includes Show Solutions and BC Cases, 


?+ C ODYSSEY 

INNOVATIVE DESIGNS 


809 West Santa Anita Street San Gabriel, CA 91776 


Tel; 626,588.2528 * Fax: 626.588.2525 * www odysseygearcom 
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i KSub 
KW181 




Need more bass? K Family subwoofers deliver, Whether you need the punch 
and high portability of the KSub or the chest-pounding low frequency output 
of the KW181, these 1,000 watt workhorses are the perfect compliment to 
any of the K and KW Series full-range active loudspeakers. Visit your local 
QSC Authorized Dealer for a demonstration and be prepared to get low. 



qsc.com 


© 2013 QSC Audio Products, LLC All rights reserved. QSC and the QSC logo are registered trademarks of QSC Audio Products, LLC 
in the U.S. Patent and Trademark Office and other countries. The House of K logo is a trademark of QSC Audio Products, LLC 
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EVOLVED 


Breaking the Price Barrier for Best-in-Show Sound 


Strap in and hold on. The all-now Mackie SRM pro-grade wood enclosures are packed with IGOOW of class-destroying 
power and digital features that you can use, including an industry-first feedback destroyer, application-specific speaker 
modes and an integrated 2-channe! mixer. Don't spend more for far less power when SRMs deliver the breakthrough 

performance you need to make your own sonic boom. 




(?Wuac 






mackie.com/SRM 




©2013 LOUD Technologies Inc All rights reserved. "Mackie." and the "Running Man" figure are registered trademarks of LOUD Technologies Inc. 







A lthough it may seem as 
though spring will never 
come, summer will actually be 
upon you before you know it. 

Summer is a good time to try new things 
and maybe get a handle on the art of making 
midweek money. In this issue you'll learn 
about getting started in the realm of outdoor 
movies, projected on inflatable screens. This 
concept isn’t new, but is always worth a look. 
Robert Starkey, along with Ryan Burger, gives 
you the rundown. 

How about a new spin on an old favorite? 
DigiGames has brought bingo into the 21st 
century with its newly release Extreme Bingo 
program. We talk with Tom Dorsher about its 
genesis. 

Another new concept, especially 
important to wedding DJs, is the use of 
Pinterest, the social sharing site. New writer 
Staci Nichols provides a thorough introduc¬ 
tion to this powerful new way to connect 
with your couples. 

Summer can also get pretty hot, and 



Arnoldo Offermann offers his alternative take 
on the whole "more than a DJ" discussion— 
you’ll be surprised at his conclusions. 

We'll cover the gamut from kids' events 
{Jay Maxwell), to senior venues (Jim Papa), 
as well as a bunch of other relevant business 
topics. 

In the gear arena, our NAMM report puts 
a spotlight on what's new and cool from your 
favorite manufacturers. We also review: the 
power-packed combo of Yamaha's DXR10 
top speaker and the DXS12 sub; the Beatpad 
controller from Reloop; Sennheiser's HD-25 
headphones; and much more, 

This issue of Mobile Beat is chock full of 
ideas to work on for summer and beyond. 

And don't miss our MBLV18 photo high¬ 
lights—they are sure to whet you appetite for 
the next MB show, especially if you missed it 
this year. 

- Dan Walsh, Editor-in-Chief 
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EASY TO USE SINGER ROTATION 

The Easiest to use Rotation in the industry. No need to track 

the singers on paper any longer, JustKaraoke manages and 
plays through your Singer Rotation. 

THE PRIZED SINGER HISTORY 

Remember what they sang and WHO sang it. SAVE TIME 
AND HASTLE when you recall the clients 1 favorites with ease. 

THE PROFESSIONAL EDGE 

Auto Managed Ambients (Bumper Music), Venue Filters, 

Quick Sound Effects panel, and Remote Kiosk Functions. 

THE SONGS 

Download OR Stream Karaoke Songs from the built-in Song 
Manager. Access )VI 70,000 Downloads and 10,000 Streams. 
A Legal and UP-TO-DATE Library of Karaoke Songs to either 
Purchase* or Subscribe*, 

* Additional Charges Apply. 



LEARN MORE AT WWW. 


KARAOKE 


.COM 









NAMM, 

AtoZ 


E very year brings an exciting crop of new toys, er, tools from the many 
DJ-oriented manufacturers who help populate the nation's largest 
trade show for anything even remotely music-oriented: the NAMM Show. 

This event boasts over 1,500 exhibitors, 5,000 brands and just over 95,000 members in atten¬ 
dance. Once again we're here to bring you highlights of some of the products we found that we 
thought would be of interest to DJs. Look for further details on many of these items, as well as 
reviews, in upcoming Mobile Beat issues. Without further ado., NAMM for DJs, A to Z. 



Alesis 

MicLink Wireless Rechargeable Digital 
Wireless Mic Adapter, converts any Lo-Z 
dynamic mic to a wireless system. 



Allen & Heath 

Xone:23 - 2-channel DJ mixer club-level 
features like the Xone filter with resonance 
control, VCA faders, and more. 



American Audio 

EMC 6L0IV - In development, this is a 2-ch 
controller with soundcard, pro outputs and 
touch-sensitive jog/scratch wheels; and yes, it 
glows in the dark. 


& American DJ 

f/mo Spot Pro - A compact, intelligent moving 
head featuring a bright 8GW LED source, 

6 rotating replaceable gobos, 8 colors plus 
white, and separate gobo/color wheels. 



Arriba Cases 

AC-410 - Sturdy bag for 4 flat par lights, 
perfect for transporting uplighting gear, with 
adjustable interior pads. 



Audio-Tech nica 

BP894 M/croSet® Subminiature Cardioid 
j Condenser Headivorn Mic - Features a 
rotating capsule housing allowing the user to 
aim it precisely, 


CES: That "Other" (Humongous) Trade Show 

By Ryan Burger 


W hile professional DJ gear 
isn't really "consumer 
electronics," the CES show is 
always showing the latest in high 
tech gear—which often includes 
DJ sound and video hardware 
(although usually not much in the 
lighting area)* I was on hand at 
January’s CES for four days of press 
conferences, celebrity citings, 
conversation with core DJ industry 
members, and other companies 
DJs might be interested in. 

To give you an idea what this show 
is like, in pure size: It boasts more than 
150,000 attendees, 3,500 exhibitors, more 
than 250 conference sessions and 850 
speakers, with over two million net square 
feet of exhibit space at the 2014 CES, 
according to Tara Dunion of the CEA (the 



Consumer Electronics Association, the 
show's affiliated association). 

Here are some of the companies I 
encountered who have DJ-centered products: 

Monster (www.monster.com): This is 


a brand that DJs know, without a doubt, 
with many endorsed celebrity products, 
including headphones. At their press con¬ 
ference Shaq showed up on the stage and 
they announced new lines coming out 
connected to Nick Cannon ( America's Got 
Talent and DJ). They've also hooked up 
with the developers of Micro-DJ hardware 
and their Go DJ Controller. 

Also, look for an interview with Nick 
Cannon in MB soon, including info on his 
latest project, a DJ reality show. He told 
the crowd the show involved, "Young kids 
who may not have the proper guidance 
and just need some direction, connect¬ 
ing them with a world-famous DJ and not 
only giving them the skills of a DJ, but just 
helping them with everyday skills and 
motivating them and uplifting them and 
watching that journey. It shows the power 
of music, sound and how it can change 
someone's life." 

Jabra (www.jabra.com): Well known 
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EZPin “ IRC 
EZPin" Pack 

* HattHtjr-pawar&d LED pin spot, perfect 
for lighting centerpieces, takes, and 
focal points 

•The EZPin™ Pack Bundles 6 EZpii T “ 
IRC fixtures and 11RC-G remote into an 
easily trails porta tile VIP Gear Bag 
perfect for the mobile entertainer 



WAFT HEX 3 IRC 

* Low-profilfl LED par with fi-in-1 
LED technology (RGBAW+UV) 

1 Built-in Infrared remote control 
capability 


SlimPAR “ HEX 6 IRC 

* Generates a broad spectrum of 
colors and achieve natural-laDkirg 
color temperatures with first of its 
kind 6- in- 1 LEO technology 




EZwedge Tri 

*■ Battery -ope rated* tri-color LED wash 
light fits perfectly inside TAIISST© Gael 
Past jnd Arch Kit truss systems 

■ftediargaable, lithium battery lasts up 
to 20 hours from a sinjle charge 


Intimidator Wash Zoom 350 & 250 

• Generate complex leeks easily with 
built-in, eye catching auto programs 
with sectional control 

’Feature packed compact mining head 
wash fitted with 20 W quad-color 
RSBW LEDs 
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Intimidator FX 350 

•Create dynamic shews using 24 
built-in* easy to recall light 
patterns that replace 
the need forgohns 


Intimidator' Spot 400 IRC 

•Exceptionally bright, 140 W LED 
moving head spot designed for 
large events 



Scorpion Dual 

•Dual FAT BEAM”' aerial effect laser, 
perfect for events with log or iiaze 



Geyser RGB Jr. 


• Produces a pyrotechnic-like effect by 
em i tti ng 1 5 -fo o t- li Igh bias ts of cole r. 
Log and light 



Hurricane Haze 3 D 

•High output fills large foams 
quickly and emits a continuous 
output 



EZ MiN" Laser FX&RBX 

*Baltmy operated laser with a run 
timsef tip to 6 hours from a single 
charge with the rechargeable, 
lithium battery 


•Generate eye-catching effects 
with sound-activated and 
automated programs 


2013 \ it 

ff \ Thank you for choosing us as the 
\{ c ejilerschoice f* 2013 MMR Dealers’ Choice 
% % mm Lighting Line Of The Year 



www.CliauvetDJ.Qcm 





NAMM... 



Behringer 

CMD DJ Controllers - Very cool-loo king 
line made in alliance with IMAGE LINE, the 
company behind Fruity Loops and Deckadance 
software, 



Blizzard Lighting 

HotBoz™ EXA - Uses 6-in-l LED lighting 
technology that combines traditional RGB plus 
amber, white and true UV. 


CHAUVET Lighting 



fntim/dator 1 " Wash Zoom 350 IRC - Among 
their many innovative new lights, this moving 
head wash fixture features 20-watt quad color 
LEDs and a motorized zoom control. 



Denon DJ 

M C6000 Mkll -19" controller / 4-channel 
standalone mixer, featuring an updated layout 
and Serato compatibility, 





DJ Tech 

DIF'IM - Adds MIDI controls and DVS mode to 
their basic, solid DIF-1S mixer. 


« ■ 

# ■ 
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Electro-Voice 

ETX Series - (ETX12P pictured) Includes a 
unique single-knob DSP interface with LCD, 
FIR-Drive performance optimization and Signal 
Synchronized Transducers (SST) waveguide design, 


Frankenstand 

Generation 4 - Features upgraded hardware 
and gas shock, and multiple lift-power options, 


Gator Cases 

Frameworks - New in the line were two 
unique mounts perfect for iPads and other 
tablets; will put your gear right where you 
need it. 


Gemini Sound 



S/ate4 - A lightweight, 4-ch controller with 
high-quality control pads; interfaces directly 
with Virtual DJ, 


Hercules 



DJControlWave - Slim, stylish, lightweight, 
iPad-integrated, completely wireless controller 
utilizing Bluetooth. 


TURN TO PACE 50 




for their bluetooth headset devices, they are adding 
more DJ-centric gear. While not spot on for the 
DJ, the Jabra Revo Wireless is a fantastic product 
that DJs are considering when looking for a high-end set of head¬ 
phones in the $20Q-$250 price range. Primarily pushed for their 
bluetooth wireless connectivity, they also have a wired option. Now 

if someone would make ________ 

a bluetooth transmit¬ 
ter that we could just 
plug into our DJ mixers/ 
racks. 

PocketPlug (www. 
goprong.com) / Duracell 
Powermat (www.dura- 
cellpowermat.com): As 
a smartphone junkie, 

I'm always in need of a 
charge. Two solutions 
among the many 
available at CES caught 
my eye. The Prong Pocketplug is a case with a power plug built into 
it. If you need a case to protect your device and don't want to carry a 
charging cable around, this is for you. Duracell is working on getting 


the Powermat wireless 
charging system built into 
all kinds of meeting places, 
such as Starbucks. You will 
get a unit that plugs into the 
bottom of your phone and 
then you’ll just set it on the 
right place on the tables at 
selected Starbucks and other 
locations and get a conduc¬ 
tive charge-up, 

Gibson (www2.gibson.com): While 
many DJ industry members such as 
Pioneer, MTX, Peavey, and Numark have 
presences at CES, the one that caught my 
attention the most was the Gibson tent 
out in front of the main expo buildings. 
Gibson is celebrating 120 years since 
their founding and to celebrate in style, 
they brought in Christopher Lloyd, 
Doc from Back to the Future, who pulled up in a fully decked out 
Delorian time machine. Gibson is the parent company of DJ/pro 
audio gear makers Stanton and Cerwin Vega. MB 
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In the 1990 s, Odyssey introduced the first ever bag specifically 
designed for the DJ community. More than a decade Eater the 
company that pioneered a new lifestyle for the mobile artist 
continues to lead the industry with innovation, and now proudly 
presents the 

Designed for today’s highly advanced digital DJ, PRODUCER, 
and REMIXER, the combines real-world fit 

and function with creative applications, addressing the demands 
and needs of the dynamic mobile artist 
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BRLTECH 


INNOVATIVE DESIGNS 


8G9 West Santa Anita Street San Gabriel, CA 91776 Tel: 626.588.2528 * Fax: 626.588.2525 • www.ody&seygear.ccm 
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A s a DJ, you have a sound system already; but 
_ _ how can you utilize your equipment another 

way, increase your income, and expand your 
exposure in the community? Especially for northern 
entertainers, summer ofters some opportunities 
to do this. A great one is outdoor movies. 


Outdoor movies are no longer a new concept, but 
they're still one that can help you expand your client base. 
They are a great add-on for your local parks & recs depart¬ 
ment, city festivals, kids carnivals, school fundraisers, 
libraries, and businesses with park space nearby. 

Here's how it works! 


PLANNING 

Movie Start Time is best at dusk. A free resource we use is 
www.sunrisesunset.com. 

You will want to arrive two to three hours early to set 
up the sound and the screen. Playing music and making 
the screen visible will remind passers-by of the evenings 
event. Songs like "Celebration,""Old Time Rock & Roll," "The 
Cupid Shuffle," and others can build up your audience 
and offer great pre-show entertainment and company 
promotion. 

As the sun sets, you will want to begin to warm up your 
projector (and the crowd) by showing either sponsor adver¬ 
tisements, an upcoming movie schedule, or 10 to 15-minute 
long cartoons. 

Five to ten minutes prior to starting the movie, you'll 
want to welcome the guests, introduce yourself, and 
introduce your sponsor(s) who will likely have something 
they wish to say. 

EQUIPMENT 

A great option for purchasing the gear to get started is eBay. 

At the time of this writing we searched eBay for the keywords 
"inflatable movie screen"and came across a 26 ft. by 13 ft. inflat¬ 
able screen, with free shipping, for only $3,789. The larger the 
screen, the more it's going to cost. Smaller options are available. 

In addition to the movie screen, you're also going to need a 
projector. You will wantone that puts out morethan 3,500 lumens. 
We suggest also having a secondary projector on standby, in 
case of an emergency. This will allow you to quickly swap out the 


via 




TVv 


projector 
in case a bulb fails. Swapping out a 
projector is a lot faster and easier than swapping out a bulb. 

For playing the movie, you'll obviously need a DVD or BluRay 
player available at your local electronics retailer. There are many 
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Other Ways to Use the Screen 

■ If you have a 2-Watt FM transmitter, you 
could set up a nostalgic "drive-in" setting 
where attendees tune into your designat¬ 
ed station to hear the movie. 

■ A poolside movie night can be promoted as 
a "dive-in," as well. 

■ Your equipment can be used for video gam¬ 
ing, which does not require licensing, and 
can open the door to many other private 
parties such as kids' birthdays and gradu¬ 
ations, as well as events at teen centers, 

• Projecting music videos is another way 
to utilize the screen without additional li¬ 
censing costs. 

■ Some businesses and event producers 
may rent out your screen as a billboard to 
promote items of interest to them. 

■ For a large New Years Eve event, your 
screen provides the option of projecting 
the countdown in grand style, and can 
bring in a sizeable amount of income as a 
holiday premium. 


Yes. Anytime a movie is shown outside of a home, a license is 
required. (However, churches are allowed to show religious films 
with no licensing.) 

Movie titles are usually available for licensing right around 
the time they become available on DVD.The licensing companies 
allow ample time for movie theaters to show the movie before 
they are released on DVD. 

Another thing to note is that Disney movies are only 
available to be shown during certain months, as set by the Disney 
Company. Your Swank Representative can help you further with 
this information. 

SPONSORSHIPS 

A great way to cover the cost of the movie license, and your 
equipment rental, is through obtaining sponsorships. Add up 
the cost of the movie license plus the cost of advertising. If you 
work with your local parks & recs department, you may get park 
permit fees waived, and additional advertising with them on 
your side. 

You may want to offer to allow the sponsor speaking time 
prior to the start of the movie, booth space, banner display 
space, or other perks to entice them to join your venture. 

Although the inflatable movie screen is certainly a large piece 
of gear to work with, the whole concept of presenting the outdoor 
movie is surprisingly simple to execute, if you have all your bases 
covered. It can be a great way to add income during the summer, 
or any time of year, if you are in a warmer climate. MB 



models available, however I've stuck with a Sony unit because 
played every disc I've ever put into it without issue. 

Additional equipment you will want to have includes the 
following: basic flood lighting is important to have before and 
after the movie for your teardown and the public's general 
safety. Having a tarp to lay down prior to inflating your screen 
will ensure that no sharp rocks or other objects puncture your 
frame. Caution tape may also be used to mark off pathways you 
do not want guests to walk through, to avoid cables laying on 
the ground. 

LICENSING 

Wait a minute, you might be thinking, what about the legalities 
of public performance? Here's the good news: It won't cost you 
much. The average movie license is $250 to $350 for a one-time 
viewing. 

There are the two licensing companies you can work with: 
Swank Motion Pictures - www.swank.com. With Swank, you'll 
first set up an agreement as an "Equipment Provider," then you 
can apply for your first movie license. Once they have checked 
availability, provided you the official quote, and taken payment 
for the license, they will ship you the DVD you will use. They also 
include a return shipping label which pays for the return of the 
movie after your viewing. 

Criterion Pictures-www.criterionpicusa.com. With Criterion, 
you pay for the movie license, but you provide your own copy of 
the DVD you will be using for the event. 

A question we often hear asked is, "Do you have to purchase 
a license even if it's in a clients backyard.'The answer is simply... 
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Bingo Goes to Extremes 


A LOOK BEHIND THE SCENES AS A NEW MIDWEEK MONEY OPPORTUNITY 



T his time around we talk to DigiGames' president and 
creative force, Tom Dorsher, about his company's 
Latest waytohelpDJsgetabiggerchunkofMidweekMoney. 

M B: What led DigiGames to focusing on bingo? 

T D: Over the years, our customers have frequently asked 
us "Why doesn't DigiGames make a Bingo game?" We had 
many times discussed making some unique version of Bingo 
that would be unique and help entertainers book more 
shows. It just made sense that DigiGames would get into 
this market, as Bingo is used worldwide in practically at any 
corner bar. 


appear on the video screen and players find the answers 
on their cards and mark them. Then, when Minute to Win It 
became wildly popular, we then explored bringing physical 
challenges into a Bingo game. 

One day while playing a Name That Tune game at a 
corporate event the lights went off in my mind. What if a 
song or video played and people have to solve the song 
title, or artist, or year released, or singer's name and find the 
matching information on a Bingo sheet! While the other 
ideas are great, and are supported by Extreme Bingo, we 
determined that bringing together Name that Tune with 
Bingo would be the top use for Extreme Bingo. The pro¬ 
grammers went to work to make a program that would use 
songs an entertainer already has on their computer, print 
customizable Bingo cards, create random play lists and 
make use of a video screen. 


M B: How’d you come up with the idea? 

T D; Since Bingo is so popular, at first it didn't make sense to 
re-invent the wheel. But when examining what was, or was 
not, available we found that a lack of options was missing. 
For example, we tried to find a software program that would 
use picture files and place them randomly across Bingo cards 
and also provide video screen support to randomly display 


M B: Without revealing trade secrets, can you tell us how 
Extreme Bingo was developed? 

T Dt We have a great team of expert programmers that turn 
pages if ideas into reality. Many of us here at DigiGames are 
also professional entertainers so we are in a great position 
to test software changes before putting the software into 
the hands of our clients. Excellent feedback poured 
in from our sales team with ideas how to make it 
even better. Additionally, we get really good 
ideas from our customers and we go to work 
to implement them. Our customers love 
how they submit a suggestion and quite 
often the very next day there is a 
free update which has their sug¬ 
gestion built into Extreme 
Bingo. Development is 
an ongoing process. 
We are never 
com placent 
with any 
of our 



pictures 
players 
have to find on 
theircards. Another 
variation missing is 
text on Bingo cards that 
would best match the picture 
shown on the video screen, like 
names of famous presidents, singers, 
landmarks, etc. We also found missing 
in the market place a software tool for 
traditional bingo where a software program 
takes the place of bulky Bingo drums which 
takes considerable transport space. From there we 
explored Trivia Bingo, where trivia questions would 
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You get the excitement of Bingo using songs or video clips in a Name That Tune format 
Extreme Bingo will allow you to create picture Bingo cards and add fun to any party. 

EXTREME BINGO ALLOWS YOU TO: 

Manage multiple Bingo play lists 
Print Bingo cards 
Customize Bingo card headers 
Omit or occupy "Free Space” 

Use a projector for Video Bingo 


Use DigiGames wireless Buzzers (optionally) 

Take Bingo to a new ievel with “Name That Tune” 
Provide a unique concept, easy to learn and fun to play 

Blow away the competition 
Make MIDWEEK MONEY 


EXTREME 

EXTREME 




www.digigames.com 

1-888-874-8427 
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products feeling "it's good enough" or "this is as good as 
it can get" because it never is. The needs of entertainers 
changes and trends change, so DigiGames works hard to 
keep up with these changes. Extreme Bingo is no exception. 
Many product suggestions poured in when this product 
was initially released at the Mobile Beat convention. People 
were shocked when the next day the suggestion was now 
a reality. 


M B: How does Extreme Bingo differ from your previous 
products? 

T D: Extreme Bingo is unique; it is the first program of many 
under development by DigiGames that steps outside of 
Trivia software and hardware games. However, Extreme 
Bingo appeals to broader range of entertainers since it takes 
the concept of name that tune, which most entertainers 
already do, and mixes it with Bingo, which is a game enjoyed 
by people of all ages in any part of the earth. So, this is a 
big deal for us to branch out from 12 years of creating trivia 
software to start on a new series of games without a focus 
on trivia. It doesn't mean trivia is less relevant, quite the 
contrary, but this is our effort to reach into deeper markets. 


M B: Why is DigiGames branching out from trivia games? 


T D: While trivia is widely used, and is the foundation of 
DigiGames, it appeals to a certain market only. I know many 
entertainers with successful businesses that only offer trivia 
and make good money with it. In my opinion, every enter¬ 
tainer should do 5-10 minutes of trivia at EVERY event they 
do, regardless of what kind of event it is. "How fun was that 
trivia game!!" is often what attendees talk about the most. 
But many entertainers just feel a bit shy about using trivia 
in general. Simply put, a quick trivia game with questions 
about the bride and groom to release tables for the buffet 
line, or having brides maids compete against groomsmen 
in a Family Feud style game with questions about the 
bride and groom is exceptionally memorable for audience 
members and generates more bookings quickly. But it’s not 
for everyone. Diversity is the key. Many of our customers 
who have built entire businesses around our products are 
finding Extreme Bingo to be a great addition to the services 
they offer. 


M B: Can we get a glimpse into this "series of games" 
DigiGames is working on that doesn't have a focus on Trivia? 

T D: Sorry, not yet, but be assured we have some fantastic 
concepts in the works. Just like Extreme Bingo, these other 
games will make their debut at future Mobile Beat confer¬ 
ences. We promise not to disappoint! What I can say is that 
we are working with a very well known company, known by 
any entertainer, to make use of a device most entertainers 
already have to completely revolutionize trivia, games, and 
general entertaining. And I'm not talking about cell phones, 
although we do that too! 


M B: Do you sleep? 


T D: What? M 
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Want to see your Scrim 'd DJ RIG SETUP HERE? 

SEND US BEFORE AND AFTER PICTURES 
AND YOU COULD BE FEATURED 
EMAIL YOUR PICTURES TO SALES@SCRIM-KING.COM 



www.scrim-king.com or visit your favorite dj store 

































Just Talking 'bout the Weather 

YOUR GEAR VS. MOTHER NATURE: AND THE WINNER IS... 

By Stu Chisholm 


B ack in 2000 when I was working at Advanced 
Lighting & Sound in Troy, Michigan, I was asked 
to submit an article on the effects of heat and cold 
on DJ equipment. This turned out to be the first 
assignment I'd ever had requiring actual research! 
Lucky for me, ALS had a resident team of crack 
electronic wizards in the form Nick and Chris Auger. If 
your high-end piece of electronic gear ever needed to 
be sent in for warranty work, there’s a good chance it 
landed on their bench, since they've merited a ton of 
service contracts for many national and global brands. 
Naturally, I disrupted their day to pick their brains, 
and much of the information here I owe to them. 




Now, we all know that moisture, especially in the form 
of rain and snow, means death to electronics. So does direct 
sunlight because, for some reason, some genius decided that all 
DJ gear be the same color as solar panels. Plus, today we have 
a variety of display screens that weren't common pre-2001, and 
these screens will crash faster than Lindsay Lohan after a night of 
clubbing if exposed to sunlight for any length of time. So instead, 
my focus is on the conditions in which many of us store our DJ 
equipment, such as garages, trailers, unheated warehouses and 
storage sheds. 


the ocean, only to be transferred to an unheated or overheated 
warehouse. Not only do they survive the often extreme temper¬ 
ature variations, but also the shocks, bumps n' bashes of being 
moved around, often with little protection beyond a cardboard 
box and some Styrofoam. This means that by comparison, a DJ 
who has invested in good quality road cases and equipment 
racks are babying their gear! I live in Michigan where we're now 
in the subzero grasp of the "polar vortex" DJs here successfully 
store their equipment in such trailers, garages and trucks without 
any problems. 

But...that doesn't mean they ignore the freeze! As stated 
above, moisture is the enemy of electronics. And moisture 
becomes a problem when moving the gear from cold to hot. If a 
DJ wheels his frozen rig from a trailer into a nice, toasty banquet 
hall, then condensation can accumulate like it does on a cold 
drink on a hot summer day. The solution, then, is to arrive early, 
pop the covers off of any road cases and allow about a half an 
hour to let the equipment come up to room temperature before 
switching it on. This is especially important for speakers, as the 
voice coil shrinks when frozen. This can cause friction, which is 
disaster for a speaker. For this reason, even after the half-hour 
warm-up, I suggest another 20 to 30 minutes of low power 
operation to bring the speakers up to snuff. 

FIRE N’ ICE 

The keyword in the summer months or western states is"cooling." 
As long as trailers are shaded, storing equipment even in 
places like Phoenix, AZ, isn't problematic, What we need to pay 
attention to is the operating temperature specs in the back of 
the equipment manual. They're often quite generous, but when 
a DJ rack mounts his/her gear into a box, airflow is restricted. 
Things like heat sinks don't work and a component's internal 
cooling fans may just be circulating hot exhaust air from the next 
component in the rack. What is needed, then, are cooling fans 
mounted either in the case walls or rack (panel) mounted. Also, 
it's not good enough just to toss in a fan or two, but airflow must 
be taken into consideration. Rack mounts dictate a bottom-to- 
top cooling plan. Since hot air rises, this means that the coolest 
air will be at floor level. Having intake fans, then, at the bottom 
of the rack and exhaust fans at the top is the way to go. Opinions 
on the next step vary: Most experts say to have all the fans on 
the equipment side, so that the air flows up and around every 
component in the rack, which is fine if you're an amplifier. If you're 
a DJ working in Arizona, or during a summer "dog day" in Maine, 


HOW LOW CAN YOU GO? 

First off, the good news is that 
today's electronics are surpris¬ 
ingly hearty! And they have 
to be. Consider this: A lot of 
our electronics come from 
overseas. During shipping, they 
might spend days in the frigid 
cargo hold of a ship plying 



having hot air blowing at you is no fun. My preferred option is 

to mount the small intake fans 
below the equipment, but then 
have two bigger exhaust fans 
case-mounted at the sides. 
It's more work, but worth the 
trouble if you don't wantto give 
your sweat glands a workout. 


5to Chisholm, a mobile DJ in the Detroit area since 
1979 , has also been a nightclub DJ, done some 
radio f some commercial voice-over work and has 
even worked a roller skating rink! Stu attended the 
famous Specs Howard School of Broadcasting and 
has been a music collector since the age of seven. 
Sto's guide to the profession, The Complete DJ, is 
available from ProDJ Publishing. 
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ABOUT FACE! 


This covers amps, speakers and other processors. When it comes 
to your computers and hard drives, just forget everything I said. 
Except for the water — death thing, none of it applies. 

Computer hard drives don't mind being cold, but will NOT 
tolerate a hard freeze. This is true for a couple of reasons, the most 
important being the natural contraction of the disc itself, which can 
cause problems reading the data and even cause physical damage. 
As I hinted at above, computers and tablets also have screens, and 
screens were not intended to be frozen either. If the screen works 
at all, freezing can lead to "pixel death" in LCD and LED screens. 

Conversely, the summer before last when the Midwest had a 
record number of 90+ degree days, my air conditioner was broken 
and I lost no fewer than four hard drives while waiting for a replace¬ 
ment, Two were external and two internal. Short of deliberately 
taking a hammer and smashing it to bits, nothing kills a hard drive 
faster than heat. A rule of thumb for hard drives: if you feel uncom¬ 
fortable, which the majority of people do when the mercury climbs 
past 90 degrees or so, then it is "uncomfortable” too. Cooling fans 
used well will usually get you smooth sailing between 90 and 105 
degrees, but you're going to need something a bit more exotic if 
temps climb much higher for any length of time. The techs at your 
local computer palace can show you some solutions if escaping the 
high temps isn't an option. 

In the end, then, I wouldn't leave my computer or external hard 
drives anywhere I wouldn't leave my kids. (Well, that’s if I HAD kids. 


GIMME SHELTER 

Nature provides more than heat, cold and wet; it 
also provides critters. When looking for some re¬ 
placement speakers in a nightclub storage room 
one day, I surprised a bunch of mice that had de¬ 
cided to make one of the cabinets their nest. They 
had chewed up the speaker cone, wiring and basi¬ 
cally ruined the speaker. I couldn’t help but wonder 
how many other clubs or DJs had similar storage 
rooms and what they might find if they don’t visit 
very often. Take inventory, be vigilant for signs of 
pests or seeping water and keep gear up off of the 
floor whenever possible. 


A discussion on this topic wouldn't be complete without 
a quick comment on a couple of specific situations, A number 
of enterprising DJs have gone the extra mile to install electric 
baseboard or ceramic heaters inside their trailers, and this works 
out most of the time. Aside from being unnecessary, though, I 
suggest proceeding with caution given that the downside could 
be a garage fire that could cost a whole lot more than your 
equipment. At the very least, consult a professional. 

Until next time, safe spinnin'. MB 
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Screams, Thrills and a Steady Beat 
All Designed to Move Preteen Feet 

APPLYING YEARS OF YOUTH EVENT EXPERIENCE 

By Jay Maxwell 


O ne of the greatest challenges for a mobile disc 
jockey is to always search to secure another 
client. This is especially true if you focus on wedding 
receptions as one of your primary functions with 

the constant juggling of preparing for the upcoming 
weekend’s event while at the same time answering 
inquiries about your service for a bride’s big day next 
year. Mobile disc jockeys should consider it a blessing 
to have a somewhat steady income based on regular 
clients such as school dances or other monthly events. 
These 41 bread and butter” clients help you keep the 
roof over your head and food on the table during 
the times when the wedding season slows down. 

Our company has been blessed to have the same "bread and 
butter" client for over 25 years. Since the late 1980s, a community 
recreation center has sponsored a youth event for fourth and 
fifth grade children once a month during the school year. Any 
child in the area is invited to come to the two and a half hour 
dance. Local preteens will buy tickets weeks in advance for the 
next dance just to be sure they can get the thrill of coming to 
party with their friends. Each month, this social activity sells out 
and often some kids are turned away because the gym is already 
filled to capacity with several hundred screaming dancers. 

When I tell people about the history of my company, part of 
the story includes this particular client of over 25 years. Though 
the director of the event has changed over the years, the purpose 
of the event has been constant - to provide a safe, clean and 
positive environment for the area's youth to come scream at the 
top of their lungs when their favorite song is played and dance 
for a few hours once a month to the beat of the newest songs. 
What is amazing is that our company provided the music for the 
very first dance this community recreation center sponsored and 
we have kept the client thrilled for nearly three decades. 

Let's spend a few minutes discussing some of the successes 
we've had over these many years and the challenges that youth 
events present for the mobile DJ. One of the challenges of these 
preteen parties is answering the question, "Who is the client?" 

Mobile Beat's resident musicologist since 1992 
(issue #Jfj, Jay Maxwell runs the multi-taient 
entertainment company, Jay Maxwell's Music by 
Request, LLC, in Charleston, South Carolina. He is 
also a professor of Business at Charleston Southern 
University. His passion for detail and continuous 
research of clients' requests can be found not only in 
this column, but also in his annually updated music 
guide, Play Something We Can Dance To. 


This can be a difficult question at any event including a wedding 
reception. However, at a wedding reception let's hope that the 
client is the wedding couple, though at times the parents of the 
bride/groom may be the ones paying and view themselves as the 
client. There are three potential clients at a preteen party - the 


Tunes for Preteen Youth 

Part One: 20 Tried and True 



children attending, their parents, and the sponsor of the event. 
Each of these has a stake in whether or not you continue your 
relationship (and paycheck) with the event. If you don't play the 
children's requests, they may "boo" you and not attend the next 
dance. If this happens and attendance falls the dances may be 
cancelled. If parents complain to the sponsor, this too can either 
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Premium Sound 
Extremely Mobile 
Infinite Possibilities 

Introducing the newT-series 
line array loudspeakers from 
Dawn Pro Audio. Premium look 
and technology for mobile 
sound in an infinite number of 

applications. 



For more information and to 
BUY NOW, check out 
www.dawnproaudio.com 















Tunes for Preteen Youth 

Part Two: The Newest Tunes 
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TAYLOR SWIFT 

BEST DAY OF MY LIFE 

AMERICAN AUTHORS 

BEST SONG EVER 

ONE DIRECTION 

BOYFRIEND 

JUSTIN BIEBER 

CANT HOLD US 

MACKLEMORE 

CINEMA 

SKRILLEX 

CLARITY 

ZEDD 

CLOUD 9 

DAVE CAMERON 

COUNTING STARS 

ONE REPUBLIC 

DANCE WITH ME TONIGHT 

OLLY MURS 

DIAMONDS 

RIHANNA 

FOX 

YLVIS 

GET LUCKY 

DAFT PUNK/PHARRELL 

HARLEM SHAKE 

BAAUER 

1 CRY 

FLO RIDA 

1 LOVE IT 

ICONA POP 

KISS YOU 

ONE DIRECTION 

MIDNIGHT MEMORIES 

ONE DIRECTION 

ONE THING 

ONE DIRECTION 

RED 

TAYLOR SWIFT 

ROAR 

KATY PERRY 

ROYALS 

L0RDE 

SAFE AND SOUND 

CAPITAL CITIES 

STORY OF MY LIFE 

ONE DIRECTION 

SWEATER WEATHER 

NEIGHBOURHOOD 

TIMBER 

PITBULL/KESHA 

TREASURE 

BRUNO MARS 

WAKE ME UP 

AVICI 1 

WHAT MAKES YOU BEAUTIFUL 

ONE DIRECTION 

WRECKING BALL 

Ml LEY CYRUS 


end any future dances, or at least cause you to be dis¬ 
continued as the DJ company providing the music. 
Legally of course, the person who is the true client is 
the person who hired you to provide the entertainment 
for the event. Of course you attem pt to please all three 
of these "clients" at the event. This is clearly a challenge, 
but one where we have met with great success by 
always playing the music that the youth want to hear. 
If they are happy, they tell their parents and the dances 
continue making the sponsor delighted as well. 

Of course you are thinking, "Play what preteens 
want to hear, are you kidding - with lyrics and 
messages that (hopefully) no parent would want 
their child to hear?" This does bring to the surface the 
biggest challenge for us - lyrical content. This is not a 
new concern, but one that has plagued us since the 
beginning of our career. Naturally, all of our music is 
the edited version of the song (i.e. the same version as 
played on the radio).Though I wish this alone solved the 
problem, it doesn't. It is still up to the DJ at the event to 
discern whether or not the edited version of the song 
is appropriate. Keeping in mind the age of the group, 
the last thing you want to influence in a negative way 
is their perception of what is an appropriate message 
to hear through music at such a young age. As a parent 
myself, I can only imagine my reaction if a few years 
ago I picked up my children after a dance and they 
were singing a song that I felt was most inappropri¬ 
ate for them to sing and found out they heard it at the 
dance. Music has continued to "progress" towards using 
language and content that is not suitable for general 
audiences. The challenge for the mobile DJ is to seek 
out positive, energetic, and danceable songs for the 
youth. The excuse that if a song can be played on the 
radio, then it can be played at an event is not a valid 
and sufficient argument to warrant the song's accep¬ 
tance on a youth's playlist. The DJ at the event must 
draw the line for what is appropriate for his audience 
using guidelines given to him by the person in charge 
of the event along with his own conscience. 

The way we have successfully made the preteens 
feel like the client is with lots of paper to write down 
their requests. At the most recent event, there were 
nearly 600 requests written down. I'm not saying that 
there were 600 different songs listed, just that 600 lines 
were filled in with song titles. One thing that hasn't 
changed over the years is that someone - or a group of 
friends - will write down the same song repeatedly on 
the same sheet of paper. Perhaps they view it as voting 
and the more votes, the more likely we will play their 
song. The only drawback with the written requests is 
that once it is written down they want it played next 
(the word "soon" is never in their vocabulary, always 
"next"). The more songs written on the list, the better 
we can justify that we are playing their requests and 
not what we want to hear. This is especially helpful 
when there are songs on the list that have content that 
we have determined warrant a song to be on the "do 
not play list." Our excuse is that there are just too many 
requests to play everyone's song. In the past, if we said 
that we didn't have the song, it would be the end of the 
debate. Now if we say that, often the child will whip out 
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his or her i-pod and ask us to play the song from their device. Best 
advice is to not play it from their device unless you are absolutely 
sure that the song meets the standards for the dance. There is 
a possibility that the song is not appropriate and can ruin the 
event and your reputation for upholding high standards. 

Even when a song is hugely popular on the airwaves and the 
edited version of the song is played at the event, the selection 
might end up on the "do not play list." For example, the two most 
popular songs for 2013 according to Billboard magazine are 
"Thrift Shop" and "Blurred Lines". At first we played these songs at 
youth events, but were later requested that we not play them in 
the future since some of the young dancers were singing along 
with the song and inserting the "full-fledged" lyrics of the song, tt 
was only after we viewed the actual lyrics of these songs that we 
learned what the kids already knew, 

A preteen event is not all about the music. Other elements 
needed for success are energy and engagement. Part of the 
energy comes from playing almost exclusively songs with a 
dance beat. Rarely do we play a slow song at a preteen event. 
Remember that the better the beat of the music, the better the 
thrill for these young clients. Just like a dash of the right spice can 
add flavor to a great steak, a flash of the right light can add flavor 
to a great show. That's why we always use our lightshow with 
these dances. It raises the energy level of every show with the 
lights spinning and flashing to the music's steady beat. Whether 
it is "high-fives," holding the microphone over their head to 
encourage them to sing, or talking with them when they make 


their requests, one thrill for the preteens is interacting with the 
DJ. It's a thrill for them when you make it personal. Keep them 
engaged and you'll hear them say as they leave for the night, "1 
can hardly wait until next month." 

The music list for this month is divided into two parts. 
One part is like most lists for this article featuring songs that 
have been requested for years and have earned their place on 
the chart through constant requests. For a preteen party, the 
majority of the music requested is as fresh as this week's top 40 
list from a local "today's hits" radio station or Billboard magazine. 
Thus, the second part of this issue's list should hold a few ideas 
for you of current requests just in case you wish to venture into 
the youth scene. 

Keeping up with today's music to prepare for youth events 
is one of the things that has kept me young even though I'm only 
one year younger than the first Grammy awards. Perception is a 
key element in any presentation, so I typically send other DJs to 
handle the actual event at these preteen parties since they would 
probably relate to someone in their early twenties better than 
someone who remembers actually watching the Beatles first 
perform on the Ed Sullivan show 50 years ago, None-the-less, 
my job is to make sure that our music library is as up to date as 
possible so my DJ will be ready when 400 preteens, packed in a 
gym, scream at him to "Play Something We Can Dance To!" MB 
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Select Mix 411 

ESSENTIAL INFO ON THE SERVICE'S NEW INCARNATION 

By Ryan Burger 


S elect Mix has been around the DJ 
industry for more than 10 years 
and has successfully made the 
move from CD-based product 
to download service, unlike 
others in the subscription 
music market. Several years 
back they also acquired the 
Hot Tracks remix service and 
have been in the process of 
integrating its back catalog 
into the Select Mix system. 

As of this writing Select Mix offers the 
following series: 

* Select Essentials - Covers all the newest 
tracks, remixed 

* The Edge - An '80s remix collection 

* Old School Essentials - A series that keeps on 
coming out with remixes of older tracks, done 
by some of the hottest remix artists out there, 
like DJ Larry DJ, Eyecon and others. 

• Rewind Series - Another classic 
tracks series with a bit of a different 
style. 

• Freestyle Tracks - Great material, 
bot something the average mobile DJ 
will use. 

• Country Essentials - When you want to throw some 
country into your pop mix, this is the way to do it, with 
tracks from the likes of Little Big Town, Blake Shelton, Big 
and Rich and Tim McGraw. 

* Rock Essentials - Ditto for rock with Green Day, Motley 
Crue, Kid Rock, Coldplay and more. 

* Slow Jam Essentials - Reframes R&B and Motown 
tracks with tasteful dance beats 

• Other offerings include Special Releases and the 
Select Mix Presents series. 


According to Select Mix CEO ScottThomas, 
Select Mix was born out of necessity, as a 
division of Zeo Radio Networks. We were 
producing the widely syndicated Zeo 
Mix line of radio mixshows. We used 
competing products quite a bit, but 
we started getting complaints from 
some of the program directors about 
certain mixes. They'd tell us 'Every 
time I hear that scratch or sample, I 
know what song is coming next' and it 
was making it feel more canned than 
they wanted. So we started having 
custom remixes created for the radio 
shows. Before long, we were getting 
calls like Where did you get that mix? 1 
So Select Mix was born!" 

Scott continues "After ten years 
of CDs, mailing envelopes, and all that 
good and bad that comes with that, we 
decided to develop a digital delivery 
system and ditch the CDs entirely. Even 
in 2013, that was a bit of a controver¬ 
sial decision because some customers still 
wanted the CD, But we've put in a lot of effort 
to make sure that the sound quality you're 
getting from our system is incredible. 
We use a custom encoding platform to 
create our downloadable products, and 
the source is still a mastered track. We've 
had a lot of compliments about that. All 
together, we feel that digital delivery gives us flexibility and an 
advantage in getting the music out faster." 

The transition involved going from CDs costing $25 with 
10-12 tracks, to releases in an album format of at least 6 tracks for 
$12. They did this so they can get releases out faster, especially 
in the digital world. Look for more great things from Select Mix at 
SelectMix.Com as they take more of their back catalog of classic 
material that DJs still need and pull it into the digital download 
space. MB 



"I'm always looking for great remixes 
that are true to the feel of the original 
recording (which the audience expects 
to hear), yet are as danceable as possible, 
with the necessary intros and outros—a 


DJ-friendly structure. Select Mix has been 
a quality source for this over the years. 

Steve Sharp - Signature Entertainment DJs, 
Los Angeles, CA 

"I am so happy the whole select mix crew 
back is in action. Select Mix has always 
been one of my favorite remix services 
because they keep it simple and don't 


over do it. They always deliver the best 
DJ-friendly mixes before I need them" 

Brad Dunsbergen, BCP Live Inc, Grimes, I A. 

"The fact that Select Mix remixes are not 
all hyped out and full of scratching and 
random samples really make it my go-to 
remix service." 

J/mmy Sharp, Memphis, TN 
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Disco Legends Remembered 


I n his new book First Legends 
of Disco, Arena celebrates the 
disco genre nearly four decades 
after Saturday Night Fever reigned 
supreme. Following his first book on 
the subject. First Ladies of Disco , 
Arena shares his interviews with 40 
of the most prominent stars of the 
era as they look back at their careers. 

"I wanted to remind people of 
the great joy and energy these people 
brought to the masses" Arena said. "I was 
privileged to share the personal stories 
of many disco legends, such as Alfa 
Anderson {formerly of the Nile Rodgers 
group Chic), Randy Jones (formerly with 
the Village People), George McCrae ("Rock 
Your Baby"), France Joli ("Come To Me") 
and Janice Marie Johnson of A Taste of 


Honey ("Boogie Oogie Oogie"), just to 
name a few." 

Other stars featured in the book 
include Sarah Dash, Bonnie Pointer and 
members of Sister Sledge. 

Focusing not only on the musical 
fuel these celebrities supplied to the fire 
that swept the nation's dance floors, First 
Legends of Disco also takes a look at the 
personal triumphs and setbacks these 
artists experienced. 

"This book will give readers a fasci¬ 
nating inside look at what really happened 
to these stars during this dramatic period 
in music history and in the years that 
followed the disco explosion," Arena said. 

For those who experienced disco 
firsthand and those interested in the 
"behind-the-scenes" of life under the 
disco ball, First Legends of Disco gives a fas¬ 
cinating look at an historic era that every 



generation can appreciate. 

Visit www.facebook.com/ 
FirstLegendsofDiscoBook for more info. MB 
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Staying Power 

TOWER OF POWER: LESSONS LEARNED FROM A BAND BUILT ON SOUL 

By Mike Ficher 



\A/ hat Is hip may be the tlmelessalbelt generally 

¥ ¥ elusive and usually fluidquestion connected 
with one of the most venerable groups in music 
history. The more challenging and indefinable 
inquiry may be: "What is Tower of Power?" 

Funk outfit? Jazz fusion on steroids? Brass band? Dance col¬ 
lective? Maybe a hirsute combination of all of the above? 

"We're a soul band," says TOP founding father and tenor sax 
player, Emilio Castillo. 

For more than forty years. Tower of Power has blazed their 
own trail with a rich collection of lush brass and orchestral ballads, 
ceiling busting funk numbers and socially conscious vibes soul 
music. In their wake are a legion of admirers in the 
music industry and fervent fans on dance floors in 
North America, Asia and Europe. 

But, that all might have turned out different 
had Castillo failed to listen to his father, not once, 
but twice. 

After moving from Detroit to the East Bay near 
Oakland, California, at the age of 11, Castillo was 
busted, along with his brother and best friend, 
stealing tshirts from a major department store. His 
father gave him a choiceand a notebook. 

"He said 'Fill it with why you're never going to 
steal again'," Castilllo said. "And when you're in that 
room filling out that notebook, I want you to think 
of something that's gonna keep you off the streets 
and out of trouble or you're never coming out of 
that room again. 

"The Beatles had just come out. We said, 'Dad, 
we want to play music. 1 He said, 'Get in the car.' 


And, he took us to the music store and he said, 
'Anything you want."’ Castillo picked a saxophone, 
his brother the drums. A career in crime was 
averted and a career in music born. Literally, at 
that moment. 

"We rented some instruments that day, came 
home, started a band that day," Castillo recalled. 
"We didn't play our instruments and take lessons, 
get really good and then join a band. We started a 
band, then we learned how to play. 

"I remember my brother was banging on the 
drum and I was squeaking on the saxophone and 
my friend Jody was messing up the intro to Pretty 
Woman by Roy Orbison on guitar. And, my mother 
walked in and she said, 'They're going to be huge 
stars.' 

Castillo laughed. "I never looked back. I've 
had a band ever since." 

During the next few years, Castillo learned 
to play the guitar and the keyboards, specifically, 
the Hammond B3 organ at a club where his band, the Motowns 
(suggested by Castillo’s mother since they were from Detroit) 
played after hours on the weekends in the Bay Area. He became 
quite fond of the instrument so much so that he sought the B3 
when the group was away from the club, 

"We were doing a Fourth of July weekend at the Alameda 
County Fair," Castillo recalls. "We were opening for this pretty 
famous band, the Loading Zone. And, they had a very good 
organ player and he played a big B3 organ. So I asked if I could 
borrow it." 

The Loading Zone wanted to check out Castillo, make sure 
he was cool. 

"Doc, at that time, was a roadie for the Loading Zone, the 
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worst roadie that ever existed," Castillo laughed. "They sent Doc 
over to interview me, to see that I was OK to play the organ." 

Stephen "Doc" Kupka asked what Castillo's band was like. 
The Detroit native idolized a popular East Bay soul band, the 
Spiderswho had "kicked the Loading Zone's butt" the week 
before at a battle of the bands at Lake Berryessaand Castillo 
offered that the Motowns were like the Spiders. "Oh," Doc said. 
"You can use the organ." 

After the Motowns played, Kupka offered a critique to 
Castillo. "Doc says, 'You’ve got a really good band. There's only 
one thing wrong. Your horn section, it needs a little bottom. By 
the way, I play baritone sax and I have a Selmer with a low A key.'" 

Castillo invited Kupka to come for an audition the following 
Tuesday. Naturally, Castillo forgot about the invitation. 

"We’re rehearsing in my garage and there's this banging on 
the door," Castillo recalls, "It's Doc. And, he's there with this big 
horn. At the time, the doors didn't work so 
we always went through the window and 
I'm yelling, 'Go through the window 1 . 

"The guys are going Who is this guy?’ I 
said, 'I told this guy he could audition'. And 
they got angry. ’We told youno more of 
these square horn players.' I said, 'This guy, 
he's different. He's a character, He plays the 
baritone sax' They said, 'What?' He's got a 
Selmer with a low A key. 


"The next thing they see is this longhaired hippie coming 
through the window with a baritone sax." Kupka played three 
songs with the group'Philly Dog' by the Markeys, 'Cold Sweat' by 
James Brown and Tell Mama' by Etta Jamesone of the group's 
signature songs. 

After the three songs, Castillo recalled, "The guys' eyes got 
really wide and my dad walked in and he tells me, Mimi, come in 
the kitchen. I need to talk to you.' My dad never interfered with 
the band. I stopped the rehearsal and went into the kitchen. He 
looks at me and he goes, ’Hire this guy. He's got something.'" 

Dad was right, again. Kupka became a member of the 
band, playing his first gig in August 1968. More than forty years 
later, through commercial success, critical acclaim, countless 
personnel changes, including ten lead singers, drug addiction, 
near breakups and shifting music tides, Tower of Power has 
endured, survived and thrived with Castillo and Kupka the 
timeless foundation of the group. 

"We found a long way time ago that 
when we stay true to ourselves, our fans 
seem to love it," Castillo said. "We don't try 
to chase trends or do what's on the radio 
or try to please the fans. We make our 
music really selfishly, we make it to please 
ourselves." 

Yes, soul music, MB 



A business analyst by day ; Mike 
Ficher is an actor, voice artist, MC, 
Sport seas ter ; public address an new n cer 
and former mobile entertainer: He is 
also the host of the weekly syndicated 
radio program, The Ultimate Oldies 
Show* Mike synthesizes these varied 
experiences to illuminate historic 
connectivity and fresh perspectives on 
the mobile entertainment profession. 
More info at mikeficher.com, 
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Your local music gear retailer is still the only 
place you can get your hands on actual gear 
to try before you buy! Stores listed here typi¬ 
cally have DJ gear-savvy sales people ready to 
help you make the right buying decisions. Don't 
miss out on what the stores have to offer! _ 
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SPARKS, NV 



SUPPORT YOUR 
LOCAL GEAR STORE! 


THORNTON,CO 
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LAS VEGAS, NV 
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LOS ANGELES. CA 


HollywoodDJ.com 

Planet DJ, Inc. 

hollywooddj.com 

planetdj.com 

931 East 11th St 

1315 Greg St 

Los Angeles, CA 90021 

Suite 101 

800-700-4542 

Sparks, NV 89431 
877-4DJ-Gear 

Limelite Pro-Audio 

Colorado Sound 

and DJ Supply 

N’ Light 

limeliteproaudio.com 

csnl.com 

4601 W. Sahara Ave, Ste H 

12061 Pennsylvania St 

Las Vegas, NV 89102 

Suite B102 

702-364-9922 

Thornton, CO 80241 
303-429-0418 

































NLFX Professional 

nlfxpro.com 

1319 Naylor Dr, 5E 
Bemidji, MN 56601 
888-660-6696 


Pro Audio & 
Lighting 

proaal.com 

2400 E 14 Mile Rd 
Warren, Ml 48092 
800-357-8991 


Pro DJ Sound 


www.prodjsoundlighting.com 

3534 W. Lawrence Ave 31 S Green Bay Rd 
Chicago, IL 60625 Waukegan, IL 60085 

773-961-1253 847-782-9816 


B2 Lighting FX 

www.b2lightingfx.com 

201 NW 11th St 

Blue Springs, MO 64015 

816-224-0044 


Sound Source 

soundsource.com 

161 Norris Dr 
Rochester, NY 14610 
585-271-5370 


I DJ NOW 
Long Island 

idjnow.com 

1015 Sunrise Hwy 
N. Babylon, NY 11704 
800-355-7746 


Music Trends 
The DJ’s 
Toystore 

musictrends.com 

2947 Hempstead Tpke 
Levittown NY 11756 
888-621-DJDJ 




I DJ NOW 
Queens 

181-24 Horace 
Harding Expwy 
Fresh Meadows, NY 11365 
718-762-0100 


Electronic 

Bargains 

DJ Superstore 

ebdj.com 

970 Montello St 
Brockton, MA 02301 
800-336-1185 



Stop in, or better yet, tell a friend who has not yet 
experienced Mobile Beat to stop in at your near¬ 
est participating DJ gear dealer, to receive a com¬ 
plimentary copy of MB with a product purchase. 
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By Arnoldo Offermann 



IT'S TIME TO RETHINK 
YOUR BUSINESS "SELF 

IMAGE 



11 A re a DJ or not *" This sounds like an insult, doesn’t 
it? It’s sort of sad how we see "just a DJ” as a bad 
thing. How can we expect our clients to see us as an important 
vendor when every mobile DJ says "more than just a DJ.” 

Does Jazzy Jeff say that? What about DJ AM? Kool? No? Why not? Why isn’t their 
tagline "more than just a DJ?" 

Oh—I get it; what mobile DJs are trying to say is "more than just that crappy guy 
posing as a DJ. But I want to offer more than just awesome music, so here's the entire list 
of services I added on." But that doesn't sound as catchy. 

Now, keep that in mind as you look through YouTube comments on gig logs with 
lines such as"a good DJ needs to have this and this light"or"that photobooth isterrible, 
you must be a bad DJ," {Those are actual lines,) 

ARE YOU FREAKIN' KIDDING ME?!?!? Since when do DJs bring lights? Since when 
do DJs bring out photobooths? Pipe and drape? Let's break it down even more—since 
when do DJs MC their own events? In the dawn of the art that is "the DJ," there was an 
MC (which also stood for microphone chanter, a name which eventually developed into 
what a rapper is). So what am I getting at? If you even do so much as pick up a micro¬ 
phone, you're already "more than just a DJ,” 

We offer lighting, photobooths, video screens, laser effects, pipe and drape, decor, 
rentals, and MCs and game show hosts. ! assume many, if not all of you, offer some 
sort of combination of the above. Good, so we've established almost every mobile DJ 
company is "more than just a DJ." SO WHY DO WE KEEP SAYING THAT? 

Really think about what I mentioned above and look at your marketing. Our 
wedding website focused so much on the "more than just a DJ" part that we forgot that 
"Oh snap—our brides came here looking for music.” Instead they're getting force-fed a 
bunch of extra info. If we push our website as a DJ's website and they see a million other 
items, it's going to overwhelm them just a bit. So what if we changed our website to 
be of a company that's no longer a mobile DJ? A name is just a name for us. I could call 
A Premier Entertainment a DJ company that offers lighting and decor or a full-service 
company that even offers DJs, I changed nothing as far as inner workings, but the clients 
see two totally different things. 

Still don't understand me? It's ok, neither do I. Let’s break it down to two scenarios: 

Scenario 1: Bride sees our business card and thinks "Oh, A Premier Entertainment 
is a DJ company. Let’s look at their site...Oh...Whoa! SO many options! But I was only 
prepared to look for a DJ. So many questions to ask now...where do I start?"This often 
leads to a sales process that involves trying to get them to nail down an idea of what 
they want. 

Scenario 2: Bride sees our business card, slightly changed, and thinks:"Oh, A Premier 
Entertainment! They're a one-stop shop for reception decor and entertainment. Ok, I 
know I need lighting, a photobooth and a DJ. This vendor is going to need a bigger cut 
of my budget because they're going to handle three important parts of my wedding." 

Now do you see what I'm getting at? For years, DJs thought that by ’adding on” 
to their DJ services they could keep doing upsells to make more money. But an upsell 
should be an upgrade, not an entirely new service. Uplighting does not upgrade your DJ 
performance. Pipe and drape will not enhance your sound quality. Nope—those are two 
different services and your business plan should not be "mobile DJ who also does this 
and that." Instead, you scrap your entire plan and rewrite it as "we're an event produc¬ 
tion company that specializes in bringing lighting, decor, and music in one easy bundle." 

If you surprise your client with "more than just a DJ"then they're going to surprise 
you with "I didn't budget all this with one vendor." i first realized this when doing school 


Arnoido Offermann is the creator of the video series Master School 
Dances and author of R U Rockin' with the Best?! He has helped 
DJs worldwide become market leaders in school dances. In a soft 
economy flooded with $500 school dance DJsArnoldo enjoys 
watching 45chooisOnly yield dances of 10-20x that price tag. Learn 
more about his wildly successful series packed with ideas that 
actually work at www.MasterSchoolDances.com. 












sales. Afterthey told me their DJ budget can't allowthem to afford 
uplighting, gobo projections, and video screens, I replied with 
"but that's not your DJ budget, that's your decorations budget." 
EVERY SINGLE TIME I say this I see bulbs going off. It's almost 
like our clients don't realize that since we're DJs who offer other 
services, then we need more than just their DJ budget. However, 
clients don't think about it because they were prepared to shop 
for a DJ and instead they keep running into "more than just DJs." 

Is this enlightening? I hope so—because you should be 
erasing every bit of "more than just a DJ” from your website. 
That's not even a unique selling point anymore—it's just fluff— 
marketing farts, even, 

This summer, we'll be working on our new marketing now 
that this "revelation" has come full-circle. We've danced around 
this for years, but didn't know quite how to market it. After some 
though we decided: Start from scratch; new logo, new selling 
technique, new packages, new business cards and even new 
vendor relationships. Heck, we even got new employees! It's not 
that our summers are slow, but it's the closest thing we have, 
it's a nice lull before homecoming season takes over everything 
and it's just past wedding season so we have enough time to 
implement new techniques and strategies for the sales, follow¬ 
up, and even performance itself. We don't want to implement a 
little bit at a time, we want to completely change everything.The 
only thing that remotely looks similar is the website layout, only 
because it still fits the look we want. 

We are now marketing ourselves as "A Premier 


If you even do so much 
as pick up a microphone, 
you’re already “more 
than just a DJ." 


Entertainment: DJs | MCs | Drapery | Lighting." It's not just "A 
Premier Entertainment: DJs and,.."which is still some variation of 
"more than just a DJ." Lighting and decor now have equal place 
with DJs, and MCs will always be a separate option. However, 
the "Entertainment" part of the name could throw some people 
off. This is why the wedding division of our company is simple 
named "My Dream Reception." It's a name synonymous with what 
we do, just like 4SchoolsOnly. When a bride and groom hear the 
name, they won't think of just a DJ. They'll think of what their 
dream reception will be like and inquire about our services with 
that vision in mind. 


While everyone else is "more than just a DJ" we'll be the "we 
offer more, but you can have 'just a DJ."' Because, coming full 
circle, being just a DJ was never a bad thing. MB 
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Niche Venues 

PART ONE OF TWO: THE PLACE TO PLAY FOR SENIORS 

By Jim Papa 


T hese days, senior citizens are more active than 
ever and many crave the type of entertainment a 
DJ can provide. Singing, dancing or just watching others 

enjoy music brings excitement and nostalgia back to 
their otherwise routine lives. There are many types 
of venues that cater to seniors as well as other adults 
with disabilities. Most schedule activities that require 
entertainment. If you are looking to book more gigs, 
why not consider one or more of these niche venues. 


ASSISTED LIVING FACILITIES 

In assisted living, residents have as much independence as 
they need, with the knowledge that personal care and support 
services including medical care are available when they need 
them. Family and friends visit these residents often and perform¬ 
ing at these locations may create referrals from family, friends 
and even the staff. 

INDEPENDENT LIVING FACILITIES 

These facilities are for senior citizens who can take care of them¬ 
selves and their residences. They must be able to live indepen¬ 
dently: being able to dress, drive, cook, clean, do their own 
laundry and take medication without assistance. These seniors 
pay for and are used to getting 
what they want, when they 
want it. The amenities are 
usually luxurious. They save 
their whole lives and pay top 
dollar for the luxury of being 
in one of these facilities. Go 
out of your way to do a good 
job here and they will bring 
you back. These locations offer 


their residents a variety of upscale entertainment so dress appro¬ 
priately. Their budgets may allow them to pay you a more than 
assisted living facilities. 

HOSPITALS / REHABILITATION CENTERS 

Patients who are hospitalized can be of any age. However, 
residents who live at these facilities, short or long term, are 
usually senior citizens, people with disabilities or rehab patients. 
They can have all sorts of medical conditions. Many may come 
to the event using a cane or a walker, while others are brought 
by the staff in wheel chairs or even occasionally a mobile bed. 
When people are confined short term, family members tend to 

visit more often. These are places where you can 
get referrals from family members and the staff. 

ADULT DAY CARE 

This kind of program offers participants a place to 
go 5 to 7 days a week. Here you will find senior 
citizens, adults with developmental disabilities 
or adults with social rehabilitation needs. Buses 
often pick up the clients from home, drive them to 
the facility and return them back home the same 
day. Food, medical attention and activities are 
usually offered on a daily basis. These programs 
are in place to give these adults something to do 
when their at-home caregivers are busy working 
or not able to care for their family members full 
time. They offer a safe, reliable atmosphere and 
the participants generally look forward to going 
there. You may not find many referrals here, but I guarantee that 
you will have the time of your life. These people not only appre¬ 
ciate but truly enjoy and look forward to any type of entertain¬ 
ment. In some ways they are forgotten by society and when you 
treat them as equals and relevant, the love you will feel in return 
cannot be described. 

GROUP HOMES 

These are usually small or medium-sized residential facilities 
located in a community and designed to serve children or adults 
with chronic disabilities. Like independent living facilities, the 
residents are expected to handle everyday chores and learn to 
live independently.The difference is that many of these residents 

have mental problems and 
drug-related issues. There is 
a staff on location for general 
assistance. Although some 
basic help is available, the 
residents are encouraged 
to do things on their own 
like shopping, visiting the 
doctor, field trips and social 
events. The hope is that one 



t A born performer ; Jim Papa has been singing since age eight 

and in 1996, began Magical Music Entertainment , a karaoke/ 
DJ entertainment business based on tong Island. In 2001 he 
decided to live out his dream and made Magical Music a full 
time venture. Since then he has entertained at hundreds of 
weddings, private parties r fund raisers and more. Today he 
sings and entertains at over two hundred events a year and 
has become one of the area's most requested entertainers. 
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day they may be able to live on 
their own. Like adult day care, 
these residents look forward 
to any type of entertainment. 

They do have issues but they 
are generally a good crowd. 

Unfortunately these people are 
sometimes treated as outcasts 
and don't get many visitors. 

Referrals can be few and far 
between, 

ALZHEIMER'S / DEMENTIA UNITS 

Unfortunately, today we all know someone who suffers from 
these horrific diseases. You can usually find Alzheimer's / 
dementia units within assisted living locations. Most facilities 
house these patients in a separate wing of their facility. This 
allows the staff to keep an eye on them, provide them with 
what they need and insure their safety. At times these residents 
may be brought together with assisted living residents to enjoy 
certain activities, especially music. Entertainers may be asked to 
perform for a large group that includes both types of people; 
however, some facilities prefer to keep the groups separate. If 
they do, they will usually schedule different entertainers for each 
group. In many locations it's not unusual to see two entertain¬ 
ers walk in at the same time heading for different parts of the 
building. Here you will meet family members on occasion. They 


are usually very thankful for the 
joy that you bring to their family 
members but the sadness that 
they are experiencing doesn't 
lend itself to talking about party 
planning. Except for an occa¬ 
sional visitor or a member of 
the staff, referrals can be hard 
to get. 

SENIOR CITIZEN CENTERS 

The senior center is a place in the 
community where independent 
seniors gather for support, socialization and other services. Many 
seniors live alone and look forward to catching up with friends 
on a regular basis. Once there, they can gather information on 
topics important to them, enjoy entertainment and participate 
in a wide range of activities. These centers are open to the public 
on a daily, weekly or a monthly basis. Programs like these allow 
seniors to remain active and vital within their communities. You 
may see a cane or walker here or there, but most people are in 
good health. Some drive to the center or take public transporta¬ 
tion, while others rely on designated community buses. Referrals 
are possible and if they enjoy your work return gigs are probable, 

These niche venues provide many opportunities to book 
more gigs. I will point out a few more for you to consider, next 
time in "Niche Venues, Part 2." MB 


FACT: There are now more Ameri¬ 
cans age 65 and older than at any 
other time in U.S. history. Accord¬ 
ing to a new Census Bureau report, 
there were 40.3 million people age 
65 and older on April 1, 2010, up 5-3 
percent from 35 million in 2000. 
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Jordan River Keeps on Rolling 

BAY AREA MOBILE ENTERTAINER FLOWS FROM MUSICIAN TO DJ AND BEYOND 

By Ryan Burger 


S ince the Late 1980s, Jordan River has built 
a thriving DJ business serving wedding 
and bar/bat mitzvah clients in California's 
Bay Area. MB Publisher Ryan Burger found 
out a little about how Jordan has been a 
successful entertainer for more than 25 years. 


Ryan Burger: Jordan, tell us a little bit about yourself 
and how you got into the DJ thing. 


Jordan River: Well, back in college I was a guitar 
player. I've been playing guitar almost all my life.J'm 
in my 40s now. I had a band in college and my friend, 
who was the manager of the band, said we should buy 
all this gear. I knew nothing about speakers, cables, 
power amps, microphones, mic cables, nothing, but 
that was my introduction. 

Then one day in 1988 he says, "Hey, Jordan, let’s go 
ahead and DJ with this gear." And I was like, "What do 
you mean?" He says we'll just buy prerecorded music; 
we'll go out and advertise to some fraternities. 


R B: And you went from being a live band member 
over to the "dark side".. 

J R: He said I could make $100 being in a band—or 
$400 being a DJ (back in 1988, remember). 


R B: Not bad. 


J R: I was going to UC Berkeley, so I was going to a 
good school and it's very competitive. Being a Jewish 
boy, a lot of my friends have become doctors, lawyers, 
politicians, computer scientists, founders of their own 
companies. But me, I went into the entertainment 
business. 

R B: Well, the certainly a tradition one way or the other... 
You're not the only Jewish entertainer. You might even be 
one of the more popular Jewish DJs that are out there. 

So you made the move into DJing. Did you start your own 
company at that point and then start bringing people on? 
How did it progress? 

J R: In the '80s and early '90s there was not a lot of opportu¬ 
nity. What I did was I opened up the yellow pages (the paper 
kind) and I called some entertainment outfits, saying "I have 
DJ sound gear, book me." 

And then suddenly I was going out every single weekend 
the rest of my life. And here I am, 25 years later, still trying to 


get out every weekend... 

R B: Since the economic downturn that we've all experi¬ 
enced, where is Jordan River Productions at now? 

J R: Well, I have expanded my business. I know a lot of DJs 
have gone into, photo booths, lighting, and these are great 
things to go into. But I always like things that are very educa¬ 
tional; thattakes a little deeper understanding of something. 
So I've gone into being a wedding photographer, a bar 
mitzvah photographer, a corporate photographer, tons of 
Photoshop classes, tons of lighting classes...! love portrait 
photography. I love the use of lights in portrait photography. 

I've actually been a photographer longer than I've been 
a DJ, but the DJ business is where I’ve been making my 
money...Now photography possibly subsidizes the loss of 
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income because of the competition of today's day and age. 

R B: What territory do you cover? 

J R: I cover the entire Bay Area. I'm in San Jose; I'm in Silicon 
Valley...! live five miles away from the Google complex. So 
anywhere from San Francisco to San Jose to Monterey to 
Santa Cruz to Palo Alto, Stanford University, all these places. 

R B: I see on your website you list weddings first, then 
mitzvahs. Tell us a little bit about what you do that's unique 
in each of those two marketplaces. 

J R: You know, I don't want to be boring here and say, I spe¬ 
cialize in weddings. Every DJ that's reading this magazine 
specializes in weddings. So again, with photography you 
have to be kind of technical in terms of how to use a camera 
in manual mode, how to do proper lighting. Well, in the 
course of going to the DJ conventions, I was inspired by 
the likes of Fiznick Rick, Todd Mitchum, and these guys who 
took the stage and they weren't DJs; they were entertainers. 

My mouth dropped when I saw these people take the stage. 
They weren’t pushing play on "Celebration." They had the DJ 
off to the side of the stage push play and they led us in interac¬ 
tive activities. And I picked the ones I love the most and came 
home and I practiced those routines and made them my own. 


I've been able to use those routines in bar and bat mitzvahs. 
Some of them I can use in weddings, in corporate events 
where there's a lot of Asians, Indians, male-dominated indus¬ 
tries where you need to do stuff. It's all this kind of team 
building, interactive display of fun and energy and "edutain¬ 
ment" and togetherness that I think that I bring to the table. 

R B: Mitzvahs are obviously very big occasions; I've seen 
some of these, especially on the East Coast, that are full pro¬ 
duction-level events. Is there anybody else in your market 
that really specializes, is a high-end bar mitzvah company? 

J R: Actually what's kind of funny is even some of my friends 
today with the ADJA or some of the other organizations 
that I belong to, in the past they called me "The King of Bar 
Mitzvahs" because nobody really did bar mitzvahs but me. 

But as times have changed and people's access to videos 
and entertainment and education on the DJ realm have 
increased, I believe that it has a gotten a lot more com¬ 
petitive out there. There are a bunch more DJ companies 
now offering similar services to what I'm doing, like a 
Bobby Morganstein-styie entertainment where it's hip-hop 
dancers, it's interactivity, it's glow necklaces, it’s hats, it's 
lights—lights, camera, action, you know? 

But I'm not complaining...! had 20 years of extreme growth 
in my business from 1988 to 2008. Thank goodness I was 
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jamming during those periods of time. And now i just have 
to work a little harder for my money and be a little bit more 
diverse in my skill set so I can have more weekday work and 
close deals for other bar mitzvahs. As you can see, I'm not 
getting any younger. I have a little gray hair now. 

R B: Understood. What do you think is a secret to connecting 
with the bar mitzvah-aged crowd? 

J R: The one thing that I understand now is I know with 
technology and everything, kids we say they're growing 
up faster. And yes, maybe they're growing up faster with 
knowledge, but as far as maturity, kids are not growing up 
any faster. 12-year-olds and 13-year-olds are still 12- and 
13-year-olds today as they were 20 years ago.The difference 
is attention span. We're Gen Xers; most of us are Gen Xers. 



Before us were the Baby Boomers. Now we're dealing with 
Millennials. And even some of the parents we re working 
with now are Millennials, because some of these parents are 
under 40 years old, successful. So you're dealing with the 
parents and the kids. 

So how do you get along with the kids? You stay one 
step ahead of them in your knowledge and your practice 
of music. Now, instead of me being the main guy doing 
everything—dancing, games, party favors—I bring hip-hop 
dancers that are also helpers, DJs, and now sometimes I just 
become the DJ for half an hour, 40 minutes, and let my team 
go out there and interact. They’re 24 years old; they can spin 
on their heads. They identify as Millennials themselves with 
these 13-year-old kids and 15- and 16-year-old brothers and 
sisters out there and really carry the party for me while I just 
have to maybe do some emcee-ing.,.1 think the kids are really 
reacting to that and loving my team that comes out with me. 

R B: So how does most of your business come in? In some 
marketplaces a lot of it is word of mouth. You know, one 
family wants to do something a little bit bigger than the 
other family... 

J R: It's a great question. I don't know. It's a lot of luck. 


R B: Okay. That wasn't quite the depth I was looking for, but 
I guess f'll it. 

J R: For some reason, with me, Ryan, the road is always 
leading me back to bar mitzvahs and people who kind of get 
along with my personality. I was born and raised in the Bay 
Area; it's all I know. So it's kind of weird. Yes, I don't advertise 
on Wedding Wire; I don’t advertise on the Knot. I don’t do 
paid-for subscription advertising on anything. I don't do 
black sheep publishing. I don't advertise in the hotel guides 
when those free publications want me to advertise for $800. 

In a sense, it's just kind of being out there. As a friend of mine 
25 years ago used to say to me: I said, "David, how do you 
get all these gigs?" He said "Jordan, I have 20 years of cards 
out there. Twenty years later, here I am. I have 20, 25 years 
of business cards out there. I'm a solid player. I deliver what I 
promise. And for some magical reason I'm still able to work." 

Let me actually answer the question.Through referrals and 
Internet website presence. 

R B; Is there anything else that you want readers to know 
about your company, predictions for yourself or for the 

wedding and bar mitzvah market? 

J R; My newest venture is doing some videography and 
learning Final Cut Pro; doing the corporate market, more of 
a corporate market out here. We are in the Bay Area; there’s a 
lot of corporate activity between Google and Apple and up- 
and-coming companies. And that's what being a photogra¬ 
pher and videographer has allowed me to do. And I know, 
like I said, some people might go out and do a photo booth. 

So if I can actually get the bar mitzvah client to book me 
as a DJ, photographer, and videographer, I don't really have 
to work the next weekend.J'm not rich but I’ve made an 
extra $1,000...l try to book a couple of those a year with the 
weddings where I book all two or three. 

We s°ee that a lot with DJs now. There's this merge of 
lighting, photo booth, and DJ. I think there’s a lot of DJ 
companies now that are booking as many photo booths as 
they are DJs. 

...But they still rely on both. I don't have a photo booth. I 
have a portrait studio that I can bring onsite to a holiday 
event and do onsite printing, 5" x 7”s, 4" x 6"s. And I know 
that doesn't have a lot to do with the DJ business, but I 
guess as long as I can support my family and make $1,200 
on a Saturday being the photographer, I'm happy watching 
the DJ in action, while I’m taking pictures. 

R B:t can understand that completely. So your story's about growth, 
diversification, and just spending a lot of time on each client. 

J R: Exactly. The DJ business is still the bulk of my business. 
It really is. But the photography or the video does give me 
some good weekday work, where f'm going out on aTuesday 
afternoon, going to San Francisco for three hours, or doing 
some sort of corporate thing in the evening. 

R B: Very cool.To check out more on Jordan River, either catch 
him at one of the DJ conferences or go to A-DJ.com. MB 
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Ken Petersen: Singular DJ 


K en Petersen has a unique story. He has achieved 
the kind of success as a single operator that 
has allowed him to go full-time, with no looking 
back—he's not in a mega-market like Chicagoland 

or the New York City metro area. We sat down with 
Ken to gain some insight into how he has made 
a full-time mobile entertainment career work. 

Mobile Beat: Ken, please tell us a little bit about where 
you're coming from and how you stepped into the DJ 
business. 


K P: I've got travel and room and board built into my price. 
Whether it's a local Rapid City client or it's Bismarck, North 

Dakota, it's the same rate. 

M B: As we mentioned in the beginning, you are a single 
operator; so you pour everything into one client on one 
weekend. We're assuming you don’t see yourself building 
into a multi-op... 

K P: Yeah. This is where I want to be, with Milestone, My back¬ 
ground is actually with the multi. When they're operated 
correctly they can be very formidable and they can be prof¬ 
itable. Milestone was created because I wanted to get out of 


Ken Petersen: I started in 2008 with 
Milestone, the actual company, and came 
out of a business degree. So I think the 
important part was actually having a 
five-year plan and having a business plan 
and a marketing plan; having an idea of 
where thiscompany is going to go and really 
what it’s going to take—the baby steps and 
the mid-time steps and the full steps—to 
get where we are. So I think having the plan, 
not just dropping into this business because, 
hey, I've got music and two turntables and a 
microphone, was really key, or has been key. 


M B: Where are you based? 


K P: I'm in Rapid City, South Dakota. 


M B: So, you’re not in a big metroplex where 
it's easy to get five gigs a week... 

K P: We are a community of 67,000 people. In 
order to put together the business I wanted 
a region that would give me about 100,000 
people. So in order to get that number I had 
to consider "local 1 ’ being a 350-mile radius 
based out of Rapid City. 


M B: That's quite a "local 1 ' territory. 


K P: Correct. That's the panhandle of north 
Nebraska; eastern Wyoming; corners of both 
Colorado and Montana; and a pretty solid 
chunkof western/southwestern North Dakota. 


M B: The first thing that comes to mind is, 
if that's your local territory, can you charge 
for travel; or do people just assume you're 
going to go that far? 















that "multi" mentality, I think is the best way to put it, 

I wanted to concentrate on and remember my clients; not 
wake up Monday and struggle to remember what Saturday's 
bride and groom’s names were...I really wanted a relation¬ 
ship with my client. 

N1 B: That shows. We've checked out your Facebook feeds 
and you talk about the brides you're working with; you post 
pictures afterwards. There's clearly a strong connection 
there. So a lot of your business comes from referrals, correct? 

K P: Well, yes..,[Along with] word of mouth, bookings 
by attendees at one of my events account for close to 50 
percent of my business now. The cold call makes up about 
20 percent and the remainder is actually coming out of a 
local bridal publication that I pay to advertise on. So it's a 
mix between word of mouth and paid advertising. 

M B: As far as your competition, are you dealing with a lot of 
other single operators or multi-ops? 

K P: When I opened up...a lot of us of the single-op ilk got 
together and created somewhat of an ad hoc co-op, or a 
mini-association... 


M B: We re talking about Mark Farrell of the 
Worth Movement, Randy Bartlett of the One 
Percent Solution, and Peter Merry of the 
Wedding Pillars. It sounds like you weren't a fan, at least at 
the beginning. 


K P: I was a fan. Again, I was involved with the multi-op. I 
was the drone of a multi-op. But I had no say in marketing, 
no say in booking, I was handed a packet of paper and said, 
go do this event...And I'm trying to be one percent better, 
t'm trying to be what I'm worth. And I couldn't. I wasn't in a 
position to get, but I was in a position to be. 

So what I was doing was causing a lot of confusion within 
the company and within the client relationship to the 
company, and it was hurting. I didn't see that until I got away 
from it back then. So what we've got is a juxtaposition that 
took place, or basically a huge change of perception. 

They were my mentors and they still are. I recently attended 
Peter and Liz Daly's "Make It Grand" workshop last month, 
Peter's professional process was also last month. ! have 
attended the MarBecca stuff. I've got Randy's DVDs; Scott 
Faver's stuff. So I've got lots of influences. 

But I've also got a background in theatre. I've got perfor¬ 
mance; I've got technical. And I've got some military, so that 
means there's a little bit of take-chargedness going on. It all 
plays in. And then obviously the degree has helped put the 
foundation under all of this. 


we've done as singles; we've maintained our 
autonomy, but at the same time we work 
together to get the client the right event. 

...Around here, your DJ is your day-of coor¬ 
dinator, and that makes things very easy to 
market, to present services, because the client 
understands they’re going to get not a three- 
hour DJ with one-hour cocktail music. They're 

going to get six hours, day-of... 


M B: Do you have some mentors in the 
industry? 


K P: Yeah. I'm going to definitely say they're 
mentors. People will probably chuckle if they 
can remember back about 10 years, when 
I threw up a huge stink on the chat boards 
about Peter, Mark, and Randy. 


We talked about what our companies' strengths were... 
Then we'd say—you know, I'd get a phone call, I'd hear from 
the client what they were looking for, and I'd say, "You know 
what? I think you need to talk to Jason with Powerhouse, or 
you need to talk to Mike with Tiki Man." Or, if it was an event 
that was truly something I was interested in, I'd dive in on it. 
What we ended up doing was creating a network of seven 
systems that could actually go up against a couple of other 
multi-ops in the area. 

What we didn’t expect was that in two years we would be 
a strong enough force to put both of them out of business... 
We took 16 DJ rigs off the road in a period of two years. All 
of a sudden, supply and demand shifted, and the suppliers 
were now kind of in control...Businesswise, that's what 


M Bi Tell us a little bit about the tools that you use in your 
business? Are you a laptop-style DJ? Are you still working 
with CDs? 

K P: I'm 46. I started vinyl back in '89. So I need my 
buttons...I'm not CD though; Denon controller, running 
MP3s, but I still need my big buttons. I just can't fathom 
clicking my way through a wedding. Doesn't mean I'm not 
looking at possibly doing a software transition this winter; 
just due to the fact I'm getting old. 

I started Milestone as a four-unit Bose LI company, but 
this past January I picked up four pairs of QSC KW pieces, 
uppers and subs. So all of a sudden now I'm finding out 
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about the bass that I’ve been missing for so many years. The 
Bose folks are going to hate me for that one. But it's about 
using the right tool forthejob.Two weeks ago I ran my Bose. 
Last weekend I ran all the QSCs. It depends on the room; it 
depends on the crowd; depends on the head count. 

M B: In addition to sound, you're doing some uplighting... 

K P: Yes, I am. When I opened in 2008, the first thing I did 
was I bought a full uplighting package. 1 bought the gobo 
projectors. So when I cracked my doors open I was doing 
something very different. Most of the market was T-bars 
with some blinky lights...I wanted Milestone to step things 
up a little bit. Since then, most of my colleagues have picked 
up gobos and have picked up uplighting. 

Milestone is about zigging when everybody zags. I want to 
go the other direction. What everybody's doing, I try not to do. 
So now that everybody's doing uplighting in this market and 
gobos and breakouts and things like that, I’m trying to settle 
back down into the solid performance; meet and understand 
parents more; get to know why the event is taking place...who 
they are, why they met. And that pulls in some of the MarBecca 
element. And then it’s also the performance. You can't properly 
do the "how 11 of the event until you know the "why." 

M B: At this point, anything else you want people to know 


about your business or about you personally? 

K P: I guess the big thing is, is find your own identity. Find 
out how you want to run your company and run it uniquely. 

What I'm struggling with right now is whatever I put up on 
Facebook this weekend, my local colleagues will be doing 
it in three weeks. A lot of people say that imitation is a form 
of flattery; I think that’s fine to an extent. But it can confuse 
the market. 

I will admit that I was rather taken aback by everybody 
copying me until t sat down and listened to Peter Merry 
in "The Professional Process,"...those that have taken that 
seminar, will grin and say, that's good, I'm glad you do what 
I do; we all do the same thing, wink, wink." Because what's 
going to come in the second round, the second wave, is 
going to hurt the folks that are copying. 

M B: Be original; work with ideas you've heard about but 
make them your own... 

K P; Yep. 

M B: Ken Petersen of Ken Petersen's Milestone Event 
Entertainment Services (KensMilestones.com), thanks for 
joining us. MB 
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THAT rRANKC 

By Arnoldo Offermann 



A s our company takes new twists and turns, I 
saw myself needing a compact system that 
has the firepower of a bigger rig. This is the holy 
grail of speakers that we often have to compromise 
in. One can’t find affordable, light-weight, LOUD, 
clear, and compact at the same time... or can they? 

I've been using the Yamaha DSR115 for quite some time 
now, as we bought three pairs shortly after they were first 
released at the MBLV16 show, The sheer volume alone with 
its 90° spread was perfect for school dances, but their light¬ 
weight wood frame that allows for easy flying and amazing 
sound quality made these a winner in my book. However, 
these are a tad large for weddings, so I looked at the 12" 
models, but I wanted compact, I didn't want the typical 
speakers on a stick look, nor did I want the cabinet to overpower the 
look of my setup. At the same time, I don't want to have just "wedd ing" 
speakers, I needed a rig that I could use for almost every event, except 
for the large school dances where the larger cabs are needed. 

The search came to a quick halt thanks to one of my DJs, Sam 
Whitman. As we set up for a college pep rally, I needed a last minute 
monitor... something LOUD that would keep up with the DSR115s but 
still sound clean and undistorted since the audience would hear the 
monitor as well. Sam rushed back to his car and grabbed one of his 
DXR1 Os. This tiny speaker, not much larger than its 8'' counterpart, had 
a myriad of options in the back. XLR or RCA in, various EQ options, and 
even a split XLR out so I can hook these up in stereo and only run the 
RCAs to one speaker. With the "mini-mixer" built in, I told Sam to hook 
up our iPod so we can jam out while we set up. Soon the room was filled 
with a nice crisp sound. The rest of us looked at this little fellow who 
was pumping out music like it was it's big 15" brother. I was impressed; 
the same 90x60° dispersion was heard from the DXR10 which can hit 
an impressive 131 db. To me, wattage doesn't matter, but if you must 
know, an 1100W peak / 700W RMS amp powers this tiny monster while 
barely sipping power thanks to the MAGIC of its class-D amp. 

After setup, we hooked up the DXR10 and 
laid it on its side prepping it for its job as the 
monitor of all monitors. As we cranked up the 
DSRIISs, I was impressed to see the DXR10 
keep up without seeing that cringeful flash of 
the limit light. At high volumes, I didn't hear 
shrilly highs typical of small high-power tops; 
instead I heard rich vocals, and more bass than 
I'd expect out of a 10" cab. 

Looks like I found my new tops, but I still 
wanted to avoid using tripods. What to do., 
what to do? The following Mobile Beat Last 
Vegas Show, l got to experience the DXS12 
subs. My car audio days remind me what a 
12" sub can do when it's in the right environ¬ 
ment, but mobile use make those conditions 
tricky. Still, the specs were impressive enough 
to get me to take a listen. 950W peak / 600W 
Continuous at a whopping 131db measured 
output. All this from a small wooden box under 
80lbs? No way— my interest was piqued.To my 
surprise, the DXS12 subs were coupled with 
the DXR10 cabs, which means I could hear my 
dream system right then and there. 

What I heard was mind-blowing. DEEP bass 
notes that didn't falter out after the first note and 
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really brought the music to the forefront, 
at the same time perfectly complimenting 
the crisp, in-your-face sound of the DXRs. 
"Crank it up" I said. I could feel the music 
slap my face around like a rag doll, but my 
ears didn't bleed from an illogical amount 
of power to the highs. Instead, this set was 
carefully tuned (using Nexo technology) to 
make sure not ONE frequency was left out. 



The entire system sipped very little 
power, too. I could easily run this, and a 
decent-sized light rig on ONE 20A circuit. 


“SHUT UP AND TAKE MY MONEY! 




Months have gone by and I've used this 
system in many configurations: 2 tops, 2 
subs; just two tops, and 2 tops with my bigger 
school dance subs. Here are my findings: 




people to a school dance of 400, this system kept up without losing 
its tonal quality. The DXS12 sub has a few extra sound options to 
give it a deeper sound that would fool you into thinking it was a 
much bigger driver. 

This DXR10 / DXS12 combo is incredible, and I know I've yet 
to push it to the limit Even outdoors in the blazing heat (I live in 
Florida, don't forget) these guys neverfaltered.The built-in cooling 
fans were a huge help, I'm sure, plus the clever design of the amps 
mean they never run hot. I am still shocked at how LOUD they 
can get while sounding absolutely breathtaking... and I didn't go 
broke doing it, either! I don't care what kind of events you do, this 
system has a place in your setup— I'll bet on it! 


www.yamaha.com/livesound 


2 Tops, no sub: I did this for a couple 
of corporate events but worried about lack 
of bass. While it wasn't the same sound 
as with a sub, it didn't sound hollow. I still 
got a nice, clean and balanced sound. This 
made me confident to use these for cocktail 
hours and ceremonies and not worry about 
needing extra sound. Each DXR10 has 2 
mounting options so you can have it fire 
straight out, or angled down slightly. 

2 tops, 18" sub: I paired these up with 
my other big school dance subs., not just 
one, but also two. The DXRIOs kept up for 
not only an indoor school dance, but also a 
500 person OUTDOOR dance. There was NO 
lack of sound nor did my limit lights blink. 

2 tops with the DXS12 subsrThis is my 
favorite combination as I can mount one 
DXR10 on top of a DXS12 sub and avoid 
tripods altogether. From a wedding of 50 
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A CSL Problem Solver 


CSL VIDEO PROJECTOR MOUNT 



A popular item at the recent Mobile Beat show, Colorado Sound 
N 1 Lights CSL Video Projector Mount ($79.00) promises to make 
your video setup even quicker. It fits most projectors, supports up 
to 50 lbs., and provides easy installation, as well as easy adjust¬ 
ment of pitch (30°) and roll (30°). It offers full 360-degree rotation, 
A fast-disconnect mechanism allows for easy maintenance. 

The CSL Video Projector Mount is available in four versions: 
1. Mounts to a 1-3/8" speaker tripod 
2, Mounts to a 1-1/2" lighting tripod 
3. Clamps to 1.5" or 2" tube trussing 
4. Interchangeable Version: Select from two of the above 
Go to the CSL website for more info. 


www.csnl.conn 



Do you know them? 
■Mfet^Do you understand them? 

Are you following them? 

Come over and discover today 
how you can make small changes 
that will help make big money today 

iitfb@stevenpariyinarketlngxoiii 
next Name & Email 702,605.0507 


Freedom of 
Choice 

ADJ INNO SPOT SERIES 



T he new Inno Spot Series of LED Moving Heads from ADJ 
offers a variety of brightness options and features to fit 
various needs and budgets. 

The Inno Pocket Spot, the smallest and most affordable of 
the bunch, and is designed for mobile DJs, small clubs and others 
needing light weight and small size. It uses a 12W LED source. 
It has 7 colors plus white, 7 fixed gobos plus spot on a laser cut 
gobo wheel, Special features include: Pan/Tilt Inversion mode, 4 
built-in light shows, and control via sound activation, DMX or an 
optional IR remote control (sold separately). It weighs only 7 lbs. 
and measures 6.25" x 5.75" x 10.5". 

The Inno Spot LED is powered by a SOW LED source. Special 
features include: a 3-facet prism, a shutter for random strobing 
and pulsing effects, and compatibility with ADJ's UC3 controller. 
It comes equipped with 8 colors plus white, 6 rotating, replace¬ 
able gobos plus spot (all gobos are metal), a 17-degree beam 
angle and has a max power of 93-watts, 

The Inno Spot Pro is powered by a bright SOW LED source. 
This versatile unit has motorized focus, manual zoom (adjust¬ 
able from 12 to 17 degrees) and a 3-facet prism. It also offers 8 
colors plus spot, 6 rotating, replaceable gobos (2 of the gobos 
are glass), 14 DMX channels and has a max power consumption 
of 140-watts. 

The Inno Spot Elite is the flagship of the Inno Spot Series 
with a massive 180-Watt (8,000K) LED source, and is designed for 
large venues. 

All models include 4-button digital DMX displays, 3-pin 
DMX In/Out, IEC IN/Out power daisy-chaining (except Inno 
Pocket Spot which only has an IEC input) and have multi-voltage 
operation (AC 100-240V, 50/60Hz). MB 


www.adj.com 










Sennheiser Plays to DJs 

HD-25 ALUMINUM HEADPHONES: A NEW EMPHASIS BUILT ON A SOLID FOUNDATIOI 

By Dan Walsh 


II have to admit that I wasn't 
I expecting to be able to 
say anything interesting or 
unique about the headphones 

Sennheiser sent me to review. 

Yes, I did expect them to be of high quality, 
based on the company's well-earned repu¬ 
tation for putting out some of the best 
products in the small transducer marketplace 
of microphones and headphones. But with 
the current glut of new headphones vying 
for attention, I was decidedly blase about our 
latest review subject. 

So I was very pleasantly surprised to 
find that after a little bit of quality time with 
the HD-25 ALUMINUM—the 25th anniver¬ 
sary edition of Sennheiser's classic HD-25 
headphone—they revealed some distinctly 
interesting features and confirmed their 
Sennheiser lineage of quality. It's worth 
noting that this update of a workhorse model 
also coincides with a push by Sennheiser to 
reach the DJ market with a bunch of other 
new models as well. 

SOLID SOUND 

I'll get right to point on sound: These new 
HD-25s have all the clarity, balance and 
power I would expect from a piece of 
Sennheiser technology. 

The frequencies the headphones 
reproduce, to my ears, are "tuned" as close 
to perfection as possible, given the wide 
variety of music they might be called on to 
handle. They did a great job with everything 
I threw at them: meat-and-potatoes dance 
and hip-hop tracks to be mixed, as well 
as my ecdectic personal listening, which 
includes everyting from melodic metai (the 
HD-25s brought across that rumble of bass 
and detuned guitars that I love—thank 
you King's X) to Gregorian chant (they 
also crisply conveyed the sound of these 
unadorned voices along with the ambience 
of the space they were recorded in). 

More specifically on DJing, the head¬ 
phones made melodic mixing a true joy. 
This kind of mixing focuses on using the key 
of the music as well as the beat to create a 
more pleasing blend from track to track. 
Where with other "cans" there have been 
many times when, in the thick of mixing, 


with the sound of the speakers and other 
background noise filling the sonic space, I've 
found it difficult to pick up the actual key of 
the music. Not with the HD-25s. 

DISTINCTIVE DESIGN 

The physical design of the HD-25 
ALUMINUM works perfectly with its 70 fl, 
200 mW dynamic transducers to achieve 
the listening/mixing experience 
described above. Although the 
circular earcups are compact, at just 
under 2.5” in diameter, the com¬ 
bination of comfortable cushions 
and adjustsble tightness allow for a 
high level of noise rejection—even 
though these are not technically 
"noise-cancelling” headphones. (I 
enjoyed this aspect of the head¬ 
phones on a few airplane flights, as 
well as in some noisy mixing situa¬ 
tions during my review period.) 

The design did reveal a different 
approach to DJ use than most other 
headphones I've encountered. (I 
had never had the pleasure of using 
HD-25 headphones prior to this 
review.) The paradigm these days is 
to have two completely swiveling 
earcups to make the headphones 
more compact for transport, with 
the expectation that the DJ will pull 
the whole assembly partially or com¬ 
pletely off the head and hold one 
earcup with a hand or shoulder for cueing— 
the typical "look" of a mixing DJ. In contrast, 
the HD-25s make it possible to keep the 
headphones securely in place, while only 
slightly swiveling one earcup off its ear. 

The basic fit is adjusted with a simple 
mechanism for sliding the earcups up or 
down. Further adjustment is possible with 
another unique feature that I'm guessing is 
exclusive to Sennheiser—a split headpiece. 
This design feature of classic radio/recording 
headphones actually makes a lot of sense 
for mobile or club DJs as well, at least as it 
is combined here with one rotating earcup. 
The split headpiece keeps the 'phones very 
solidly situated on the head, even when the 
one side is swiveled off the ear. While this 
design may not be for everyone, I found it 
was quite efficient once I got used to it. 

My only quibble with the overall design 


is that it leaves quite a bit of the cabling 
above the ears exposed and in danger of 
getting snagged when one is carrying the 
headphones around. The way the earcups 
slide up an down requires this aspect of the 
design and it is certainly a minor issue. 

As far as looks are concerned, the HD-25 
ALUMINUM model is not overly blinged out 
but is still mighty stylish, with sturdy, silver- 



toned aluminum earcups and swivel points, 
simple black cushioned plastic headpiece 
and soft, black leather cushions. 

POWERFUL PERFORMANCE 

I found that Sennheiser’s HD-25 ALUMINUM 
headphones provided a nice balance of 
high-quality sound, efficient (if unique) 
design, comfort, and classy, simple styling. 
They buck the trend toward flashy phones 
(many of which might not really be worth 
their sizeable price tags), and certainly live 
up to the Sennheiser tradition of excel¬ 
lence. Well worth a listen if you are in the 
market for a no-nonsense music monitoring 
solution. 


www.sennheiser.com 
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CONTINUED FROM PAGE 10 




■ JBL Professional 

EON615 - From a new series using JBL's 
advanced waveguide tech and proprietary 
transducers, promising "studio monitor-quality 
sound" in a portable PA. 



SRM Series - Includes three 1600W models: 
12" SRM55Q and 15” SRM650 plus the hard¬ 
hitting SRM1850 18" powered sub. 




Marathon Pro 

Marathon SR-512UB - An 850 W active 
12" 2-WAY A8S speaker, with USB/SD/MP3 
playback and Bluetooth wireless connectivity. 


Monoprice 

Wide variety of affordable sound gear, 
including a new line DJ mixers and players. 





Numark 

CDMix Bluetooth - The venerable COM lx 
gets a dedicated channel to mix tracks from 
any Bluetooth music player or phone. 


Odyssey Innovative Designs 



SZGSDJ-C2 - Universal case for large control¬ 
lers (comes with pads to customize) with a 
nice big shelf for laptops and a lot more. 



OmniSistem 

Bubbleds LED Wall - A unique way to add 
wall lighting; each lightweight panel has 4 x 
3W LEDs protected by ABS Mirror Plating. 


Pioneer DJ 



REMIX-STATION 500 - Offers three effect 
sections, Rhythm FX, Scene FX and Release FX 
and the industry's first "Pressure Controller" 
knobs for manipulating them; can also act as a 
USB controller, 



QSC Audio 

TouchMix Series - QSC dives into the mixer 
pool with touchscreen-driven digital PA/ 
recording mixers that pack a studio's worth of 
processing. 




■ Rane 

Sixty-Two - Plug Si play package support¬ 
ing 2-deck digital vinyl simulation, software 
controls, two USB ports for easy DJ transitions, 
on-board beat effects, and much more. 



Reloop 

Rp-8000 - High-torque turntable combined 
with a digital control section for DJ software 
Most interesting Dj item we found at this 
NAMM show. A/so see the new Beatpad, 
reviewed on page 52. 




Sennheiser 

DJ Line - Sennheiser was pushing their new DJ 
'phones, the HD6 Mix, HD7 DJ and HD8 DJ, See 
page 49 for a review of the latest incarnation 
of their classic HD-25. 


Scrim King 

Scrim King increased its NAMM presence with 
an eye-catching booth setup showcasing all 
their major lines. 


Stanton DJ 



SC-IX - Stanton released a major software 
update for the SCS.4DJ USB Mixstation- 
Version 5.0 of the unit's SC-IX operating 
system, feature a boatload of enhancements 


VocoPro 



UHF-18-Diamond - Karaoke singers will 
sound good and look cool with this system, 
available in a whole rainbow of shades, 


X-Laser 



Mobile Beat Mk5 - An update to this 
workhorse laser featured a new chipset and 
other improvements. 



Yamaha Pro Audio 

MGIOXU - The solid MG series adds a USB 2,0 
audio interface (24-bit/192kHz) for seamless 
playback of digital audio content to and from 
an iPad or iPhone, Also check out our review of 
a combo DXR-DXS speaker system on page 46. 



Zoom 

TAC-2 Audio Interface - Though it doesn't 
have the outputs needed for DJ performance, 
it uses the latest Thunderbolt™ technology 
for ultra-low latency and high-quality audio; 
perfect for recording. MB 


5b 


MOBILE BEAT ° MAR 201H 
























Nomad ChargeKey 
Lightning Cable 

By Michael Buonaccorso 

D Js love gadgets, and here is one that is more than 
cool.,, it fills an important need in your emergency kit! 

It never fails...an important moment, and your phone is 

dead—and your charger is at home. 
ChargeKey {$29) from Nomad is a 
portable Lightning cable. Less than three 
inches long, it has a Lightning connector 
on one end and a USB connector on the 
other, in the shape of a house key. And it 
really is designed to fit on your key chain, 
by way of a hard plastic loop above the 
Lightning plug, so you'll always have an 
iPhone cable on you. If you have your 
keys, you have your charger! Charge/ 
sync your iPhone from any USB port. 

Testing this gadget out, the unof¬ 
ficial Lightning connector worked fine; 
no warnings popped up on the screen. 
There are a few drawbacks though, 


including the lack of any caps or other ways to protect the plugs. 
I have the tendency to be rough on my keys, so the longevity 
of my ChargeKey won t be known for a while. But that's an easy 
compomise to accept as a trade off to the size convenience and 
price. It should be noted ChargeKey works best with laptops and 
battery packs, but not desktop computers, or most wall chargers. 

After a debut a the 2014 CES show, it's already on backorder 
right now, and should resume shipping in mid-March. Note that 
a variant with the microUSB port is also available. Works with 
iPhone 5/5S/5C, Lightning iPad, iPad Mini. NO 


www.hellonomad.com 






US800-2.1 (Active) 

• Transducers: 1x12" LF 

• Frequency Response (~3dB): 45Hz-8G0Hz 

• Rated Power: 800W LF 

• Sensitivity {1W @ 1m) - 94dB 


2 x U6 (Passive) 

■ Transducers: 1 x 1* HF + 1 x 6.5" LF 

• Frequency Response (-3dB): 80Flz-18kHz 

• Rated Power: 80W (RMS) 

• Sensitivity (1W @ 1m): 91dB 


US800-2. 

AS SEEN AT IUBLV 2014 


Portable Full-Range Performance 
System with Rolling Bag 


OMNiSiSTEM 

LIGHTING • SOUND • TRUSS • EFFECTS 

* a 0 www.onnnisistem.conn 



Please contact your local dealer. 
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iPad, Meet Beatpad 
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By Ryan Burger 



T he Reloop Beatpad is something I have been looking 
for a while now, after enjoying similar products 
that didn't seem to be going anywhere in the market. 
I found this new controller at NAMM at the American 
Music and Sound booth. They now represent the 
German-based Reloop, along with a bunch of other great 
brands that DJs will be hearing about in the next year. 

THE COMPANY 

Reloop is a very popular brand in Europe and the UK. I remember 
seeing it several years ago at the BPM conference in England. 
While they are a general company that sells all kinds of products, 
including speakers, turntables, CD players, mixers, etc., they have 
a unique touch and style that I feel will really resonate with the 
US DJs. 

THE CONTROLLER 

The Reloop Beatpad looks similar to other tabletop-style DJ con¬ 
trollers, but integrates a full DJ mixer (including 1/4" microphone 
input) and an auxiliary set of RCA plugs to bring in phono or line 
input Additionally, full XLR master outputs are provided, along 
with unbalanced RCA outs. Internally, it is built totally with the 
iPpad in mind and nicely comes with cabling to hook up both 
Apple 30 pin and the newer Apple Lightning plugs for direct con¬ 
nection to the Beatpad. It does use its own unique plug to hook 
from the Beatpad to the iPad on the Beatpad end, so I would 
recommend you keep good track of that cable, as I doubt it's too 
easily available. 




THE IPAD INTERFACE 

Since it's designed specifically for use with the iPad, it the 
Beatpad worked immediately upon hooking the cable up to my 
tablet and starting up Algoriddim's djay2 application. The app 
saw the Reloop controller and immediately grabbed on, 

I was able to load up my tracks and play to my heart's content 
using the sampler, the performance mode pads and the various 
jog modes via the comfortably-sized, illuminated 15cm jog wheels. 

The Beatpad worked so well with my iPad that I've decided 
that I have to get my very own unit ASAP, as it just earned itself 
a prime spot on my regular summer DJ gigs at the area outdoor 
skate park! 

MAC AND PC PERFORMANCE 

The Mac hookup took me a few extra minutes, but with the help 
of Matthew Wood in Reloop's responsive tech support depart¬ 
ment, I was able to get it up and going on my iMac easily. I just 
needed to get the newer version of dJay. I would assume the PC 
hookup with Windows would go just as easily. 

GIGGING 

Taking it out to a gig was the next part of the story. I brought the 
Beatpad to an elementary school dance and was able to hook 
it straight up to my powered speakers, hook my microphone in, 
power it up and I was set to rock and roll quickly. I saw a couple 
of places for minor improvements in the next update: I found 
the main channel gains to be a bit touchy; and I think the micro¬ 
phone control should be in the main surface of the deck instead 
of being on the smaller side, closer to the DJ. 

In my opinion, the next step for the Beatpad would be 
adding control of Algoriddum's vJay application. Yes, I know that 
means adding a video output to it, but my iPad already does the 
video mix, so conversion on the Beatpad "VJ" would be awesome! 

Overall, this a very functional and fun piece from Reloop and 
American Music and Sound. Check out more information about 
Reloop at www.reloop.com and American Music and Sound 
(their North American distributor) at www.americanmusicand- 
sound.com. MB 


www.reloop.com 
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MOBILE BEAT LAS VEGAS Dj SHOW 

FEB 3-6.1014 - RiViEftA CASINO & HOTEL 


THE SENSATIONAL 
SYSTEM GIVEAWAY 



s the following sponsors for making t 


DJ Console 



The Rane MP25 Miner offers 

a versatile combo of analog 
mixing and USB soundcard capability in a 19 ,r ratkmourt format 
ideal for club & mobile applications, low-latency, multi-client 

ASIOand Core Audio drivers interface Its 22 USB audio channels 
directly to a variety of DJ software. The MP25's controls are MIDI- 
enabled. allowing direct manipulation of software parameters. 



Powered 

Speakers 


V 


The Madcie SRM-650 Speaker System features 160QW of 
system power paired with custom transducers to deliver gig level 
volumes with room to spare. It features ore-button Speaker 
Mode selection for application-specific voicing (PA. DJ. Monitor 
and Soloist). Effortlessly eliminate feedback with a one-butloin 
automatic Feedback Destroyer, An Integrated 2-channel mixer 
features dual Mackie Wide-Z 1 ^ inputs. Smart ProtecL'DSP kicks in 
to protect your Investment when things get pushed a little too hard. 
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Jon Hatcher of A Music Plus in 
Denver. (0 (nvww.amHskplus.wmi 
went home with everything, thanks 
to out generous sponsors. 








Tripod Stands 


f raifkenstand's NEW 4th Generation stand: The Original Pneumatic 
"powered' speaker stand, the Frankenstein!, was invented in 2005 by 
Mobile DJ Mike Ryan (Dr. Frankenstand) and made specifically for profes¬ 
sional enter! aiders. The "power" changes the weight ol your speaker into 
"neutral buoyancy" making it ll to lift and lower your speakers. MO MORE 
USING YOUR SHOULDfJtTO LIFT YOUR SPEAKERS! 
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Lighting 

The ADJ Ultra Bar 9 Is a 4175" pro-grade Indoor linear fixture powered by nine 3W TRI LEDs (RGB 
3-in-lJ. Its bright chromatic 40“ beam angle provides vibrant tri-color mixing designed for washing 
stages, walls and dance floors, its rugged casing witii patent-pending Quick Align end locking allows for 
a seamless output of light with no breaks of color. The ADJ Mega Flat Tri Pak includes 4 of the popular 
ADJ Mega TRIPAR Profile LID Wash Fixtures, 1EJMX connector cables, and a soft carrying case. 
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releases. Includes the Audio Gold series and Video Go Id series, 


T U i.<?r 1 

b4h,ii3A/PKhl 
VrrrJef AW«rr 
Cmn 

fr. .M-4-.br 

M It* Fj<mr*Cln**n 
O■)>»*« FMII 


M aim totr**s*i JMTU*T JS14 

Mi*' E Cvntl “a m». 

: .vi U l 

RMWWVrlWIII 

dum 


<HkiC(X 


ipnaVi* 

ie#t EK 


Game DigiGamesis providing a TMt 20 Wireless 

Buzzer with Host Remote (StandAlone) 




kJa 


Metamuse Media will be providing a copy of kJans 10 pro karaoke 
software Which consistently earns five stais in CNET u-ser leviews. II lets 
mo We KJs manage multiple venue s, ea<li with their own singers and 
mtatlonvand aptional venue-specifSt custom graphics to show onscreen. 
Rotation can be done automatically or manually, and sinjers can uie 


their iOS device {or a web browser) tc log in and manage their queue for 
" Toniglitr lavorites; and "History* Pitdi/lerrpc thamges are remeni 
bered per-linger Plus lets nnore! 

TrkeraSoft will he providing fine full year of streaming service l» its I f ,900 
song Sunfly library, lots of giear hits, instantly available, wherever you haye 
interne! wrvke, 
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Cases 

Odyssey Innovative Designs 

will be providing cases for all 
of the products supplied by 
the other sound and lighting 
companies. (Product pictured 
is for Illustration only.) 


ODYSSEY 

iMHQVATIVE DESIGN S 


Cabling 


PR 0 F E S S rC)\A 


Speed setup time with this 25' Platinum Series all-in-one power 

and signal cable from NLFX Pro. This premium shielded cable 
features a MEM A SUP (Edison Plug) and Kill female an the miner 
end with a 56" fan connectetf through 25'o-f rugged, durable rubber 
jacketing to a lit fit with SLR male an the powered speaker end 
with a ti'fan. Features a lifetime guarantee! 


Headphones 

V Moda Crass fade M W; Amazon's 

m-reviewed headphones offer superior 
sound, unrivaled durability, comfort, 
cvstomiialfoi. style, compact portability, 
detachable m icroptwne 6 audio cables 


v-moda 


* P 


-a 


— 






























































py^f naa 

Pinterest 101 for Wedding DJs 

HOW TO LEVERAGE THE POWER OF THE PIN FOR YOUR BUSINESS 

By Staci Nichols 


A quick tour around your fellow DJs' websites will show you that, 
AVcompared to other wedding vendors, DJs have not quite figured out 
what to do with Pinterest yet. There are actually many ways for wedding 
DJs and other mobile entertainers to tap into the power of Pinterest. 

Pinterest is a social media site that allows users to create picture boards (like a 
virtual tack boards). Non-commercial users tend to create boards for two reasons: to 
keep all their ideas on a certain topic in one convenient place or to share photos. Women 
as multi-taskers, planners, and list-makers are a natural fit for the platform Pinterest 
provides. A busy bride, for example, can be searching for a dress or cake and "pin"all of 
the ones she likes to her wedding board, checking them out later when she has more 
time. Many young women create wedding boards before they are engaged and start 
pinning anything interesting they see for safe keeping later. 

PINTEREST STATISTICS 

Here's the skinny on this increasingly-popular social media site: 

• Pinterest has around 12 million monthly visitors and 80% of them are women. 

• The majority of Pinterest users are between 25-34 years old. 

• Women on Pinterest are twice as likely to be college-educated. 

• 25% of Pinterest users have household incomes over $ 100,000/year, 

• 69% of consumers who visit Pinterest discover something there that they 
want to or will buy. 

• 19% of brides follow their wedding vendors' on Pinterest, 

• 1 in 5 brides share their wedding boards with their wedding vendors. 

• Pinterest is actually more effective than paid advertising for wedding 
photographers. 

• t in 3 couples will use Pinterest to help plan their weddings. 

FIRST, THE BASICS 

When you create a Pinterest account, you can both follow other pinners and follow 
boards. When you log in to Pinterest, you will see pins from the people and boards 
you follow (like a "photo news feed"). Also, you can upload pins from your computer 


or re-pin things you see somewhere else. 
With each pin, you have the opportunity 
to write notes. Write search engine-opti¬ 
mized, keyword-friendly notes (i.e. "How 
my dance floor lighting will look in your 
wedding photos, Posted by San Diego 
Wedding DJ, Revolution Weddings, http:// 
www.r3volutionweddings.com"). 

Be sure to create your Pinterest 
account in their “Business" section so you 
can get html code to embed your boards 
onto your website. This means you can 
show brides right on your homepage 
that you're one of those hip, savvy DJs 
that "gets it." For older DJs, posting one of 
your Pinterest boards to your website is an 
extremely effective way of showing brides 
that you aren't over the hill just yet! 

As DJs, it's easy to think that our 
presence on Pinterest is as natural as a 
photographer setting up a SoundCloud 
profile...not true! Here are a few ways for 
wedding DJs to show brides their Pinterest 
sophistication: 

CREATE PLAY LISTS 

I own a "regular" DJ businessand a separate 
"country" DJ business. I noticed that there 
weren't really any country wedding music 
guides online, so I created a board of 
"Country Grand Entrance Songs,""Country 
Bouquet Toss Songs," and so on. Videos 
can be pinned, so I pinned videos of each 
song from YouTube. This allows brides and 
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grooms to listen to the songs they find interesting in one conve¬ 
nient spot A recent country bride said this on my post-wedding 
evaluation survey, "I love how she has a Pinterest account that 
had every part from the ceremony to the final goodbyes with 
music. I picked the music I wanted...” 

CREATE AN ONLINE CATALOG 

If you offer a photo booth, rentals, special lighting packages, 
or anything along these lines, you can create a board with 
photos of your offerings. For example, I offer lounge sets that 
couples can rent to help create that "night club” atmosphere so 
many are going for these days. I made a board with pictures of 
each lounge set available, how many it seats, my logo, and my 
contact information. A potential client I met with last weekend 
asked about my lounge sets, then that night I got an email from 
Pinterest saying that she had pinned two of my lounge sets to 
her wedding board. I'm now a part of her wedding day vision— 
this is a good thing. 

The experts do say that pins with price tags printed right on 
the image are the most effective (versus listing the price in the 
notes). As most of our physical products as DJs are intended only 
for existing clients (not the general public) and disclosing prices 
can be a deeply personal issue, I leave that decision up to you. 
My lounge set pins say, "Contact me for a price.” 

ASK TO SEE A POTENTIAL CLIENT’S WEDDING BOARD 

Asking to see a potential (or new) client's wedding board does 
five things: 


1) It signals to the bride that you are one of those wedding 
vendors who genuinely cares about her over-all vision for the 
whole wedding day. 

2) It's like a tour through her inner-world giving you a myriad 
of clues about who she is. 

3) It gives you an opportunity to ask if she needs referrals or 
information ("I see you want Asian fusion food for the wedding. 
I know an excellent caterer who does all kinds of Asian food.") 

4) It helps you stay abreast of wedding trends. 

5) Making brides feel special is our #1 job—it makes a bride 
feel that much more special to show off her carefully-crafted 
board with you (something that quite frequently the groom 
hasn't even asked to see). 

A FEW OTHER PINTEREST IDEAS FOR WEDDING DJS 

Post your gig log to a Pinterest board entitled "Real San Diego 
Weddings" (or wherever). Brides LOVE seeing how other "real 
people," especially from their area, did things on the big day, 

Create a board of wedding tips or freebies. Every time you 
come across a helpful article, pin it. Forward your informative 
board to new clients, giving them an expertly-crafted resource 
and saving them lots of time potentially researching the same 
stuff, 

Create a board of wedding entertainment ideas. Don't tell 
your clients how cool a snow machine, dancing on the clouds, or 
a personalized Grand Entrance is—show them! 

I hinted at this one earlier, but create a board of dance 
photos from the professionals who’ve photographed weddings 
you DJed. Professional photographs of our work always make 
us look better, of course. Plus, brides appreciate knowing how 
your particular lighting will look in their photos as well as getting 
ideas on the variety of ways her photographer might capture the 
dancing/lighting. 

For my fellow bilingual DJs, all of this information logically 
extends to girls planning their quinceaneras as well. Create a XIV 
Ahos idea board. 

Put together your dream DJ equipment wish list...but, 
be careful, as you may discover why Wed The Magazine called 
Pinterest "addictive." MB 

Sources: 

1. http://www.chadfullerton.com/pinterest-wedding-planning/ 

2. http://www.bookmorebrides.com/ 
free-infographic-brides-on-pinterest/ 

3. http://blogs.photopreneur.com/pinterest-wedding 

4. http://www.thinksplendid.eom/p/wedding-statistics-and-facts.html 

5. http://www.wedthemagazine.com/wedpinning/tag/ 
pinterest-statistics 



DJ and Minister Staci Nichols owns Revolution 
Weddings and Country Wedding DJ in southern 
California. Her wedding know-how has appeared 
on Wed Loft, Offbeat Bride, the Gig Masters 
Wedding Blog, and Brides Without Borders. She is 
available for DJ consulting with a focus on helping 
her male counterparts make their websites/services 
more bride-friendly. 
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Compensating the Boss 
—with a Low Tax Bill 

By Mark E. Battersby 


T he Internal Revenue Semce is reportedly 
scrutinizing the tax returns of businesses 
operating as S corporations where the owners 
or officer's compensation is too low—all because 
the government is losing out on F1CA, and other 
payroll taxes. Which raises the question: Are you 
the unwitting beneficiary of untaxed compensation 
from your mobile entertainment business? 

Not too surprisingly an incorporated DJ, VJ or KJ business 
does not have to formally declare a dividend in order for the 
owner/shareholder to face a bill for a taxable dividend. In fact, 
there doesn't even have to be a distribution. The payment 
of a salary in excess of what the IRS considers reasonable, the 
payment of personal expenses by the business, paying a relative 
who performs no services or does no work for the business, etc., 
can all result in a so-called "constructive dividend." 

For the incorporated mobile entertainment business, the tax 
treatment of a dividend is harsh: It's not deductible by a regular 
"C'corporation, but it is income to the shareholder receiving it. 

With a sole proprietorship, all income from the mobile enter¬ 
tainment business goes into the owner's pocket, while expenses 
are paid from those pockets, and anything left is labeled as 
profits and taxed. Although a sole proprietor is often legitimate¬ 
ly, called an "employee" of the business, in reality, the owner is 
the business. 

WHAT DO THEY WANT? 

When a second or separate business entity enters the picture, 
things begin getting even more confused for tax purposes. 
Questions about salaries paid to the owner/employee; whether 
payroll taxes have been — or should have been -- withheld; 
should those distributions have, more accurately, been labeled 
as dividend payments; or will the mobile entertainment business 
be penalized with the dreaded "Accumulated Earnings Tax" 
because it keeps profit in the business rather than paying them 
to the owner employee in the form of either wages or dividends? 

Generally, the owner/employee of a profitable mobile enter¬ 
tainment business should receive both wages and dividends.The 
business can reward owner/employees with both bonuses and 
fringe benefits, although favoring the owner/employee at the 
expense of others within the business is a definite "no-no," in the 
eyes of the IRS. 

Owner/employees must 
of course, include some— 
but not all — of the amounts 
received from their business in 
their taxable income, although 


the tax rate usually varies depending on the type of payment. 
The mobile entertainment business can generally claim a tax 
deduction for some but, again, not all of those amounts dis¬ 
tributed and/or paid to owner/employees as wages or salaries. 
Dividends paid by the business to shareholders are not tax 
deductible by the business. 

Confused? It's not surprising given the complexity of our 
federal tax laws. The type of entity under which the business 
operates (sole proprietorship, partnership, corporation, S corpo¬ 
ration, limited liability corporation (LLC), limited liability partner¬ 
ship (LLP) or personal services corporation (PSC)) contributes sig¬ 
nificantly to the confusion in this area. So, too, do questions such 
as whether profits from the business are dividends or wages, 
whether too much compensation was paid to a shareholder/ 
employee, or excessive profits retained in the business, both of 
which draw fines and penalties when discovered. 

SOLE PROPRIETORS 

Even the most basic of business entities, the sole proprietorship, 
poses potential pitfalls for the unwary owner/employee,The dif¬ 
ference between sole proprietors and their businesses is often 
difficult to establish because the business and the operator of 
that business are one and the same, reporting profits on Schedule 
C of their Form 1040, Individual Income Tax returns. 

Under our tax rules, the term "employee" specifically 
includes owner/employees who participate in an unincorpo¬ 
rated enterprise as either a partner or a sole proprietor. When 
reference is made to the "employer," a sole proprietor is treated 
as his or her own employer, while a partnership is considered the 
employer of each partner. 

Largely due to liability considerations, the sole proprietor¬ 
ship is becoming increasingly rare. Today, the limited liability 
(LLC and LLP) entities are the business entity most often selected 
by new small businesses. The S corporation, however, remains 
the single most popular entity affording flexibility and some pro¬ 
tection from liability. 

S CORPORATIONS 

An S corporation is simply, an incorporated business that has 
chosen S corporation status. In general, an S corporation does 
not pay income tax. Instead, the corporation's income and 
deductions are passed-through to shareholders much like a part¬ 
nership. The shareholders report the income and deductions on 
their own income tax returns. 

The tax treatment of fringe 
benefits paid to employees of 
an S corporation is different 
from owner-employees who 
are not shareholders, or who 
own two percent or less of the 


Mark E. Battersby is a freelance writer based in the Philadelphia area. His features , 
columns and reports have appeared in leading trade magazines and professional 
journals since the early 1980s. When not actually writing, Mark spends most of his 
time digging for exciting tax and financial strategies to write about. 
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outstanding S corporation stock. The fringe benefits paid non¬ 
shareholder employees are tax-free. They are excluded from 
the employee's taxable wages. Those non-shareholder fringe 
benefits are deductible by the corporation. 

Employee/owners owning more than two-percent of the S 
corporation stock on the other hand, 
are not considered employees for 
fringe benefit purposes, and their 
fringe benefits may not be tax-free. 

More-than-two percent owners 
are treated in the same manner as 
partners in a partnership. 

As mentioned, the IRS is report¬ 
edly scrutinizing the tax returns of 
many businesses operating as S cor¬ 
porations seeking officer's compen¬ 
sation that is too low. A recent ruling 
by the U.S. Court of Appeals, upheld 
a lower court decision that one S 
corporation officer's $24,000 salary 
was too low. The IRS felt his wages 
should have been $91,044 for FICA 
purposes. The Court noted that for 
the two years at issue the taxpayer 
received distributions of $203,651 
and $175,470 respectively, from the 
business. The Court also noted the 
taxpayer was well educated and 
very qualified and his salary was 
exceedingly low when compared to the distributions received. 

DIVIDENDS VS EMPLOYEE COMPENSATION 

Obviously, profits from closely-held mobile entertainment busi¬ 
nesses can be distributed as either wages or as dividends. Thanks 
to the American Taxpayer Relief Act dividends are subject to tax 
at a 0-, 15-, or 20-percent rate of tax depending on the DJ, VJ or 
KJ's tax bracket. 

Double-taxation, paid once at the corporate level and 
once at the shareholder level is another expensive problem for 
many owner/employees. Typically, a closely-held, incorporated 
business avoids double-taxation either by paying most of its 
profits in the form of a bonus or by leaving profits in the business 
as accumulated earnings. 

The IRS, obviously, has a field day re-characterizing bonuses 
as non-deductible dividends. The non-payment of sufficient 
dividends relative to profits can subject incorporated mobile 
entertainment businesses to the accumulated earnings tax—a 
penalty for retaining already-taxed profits in the business rather 
than distributing them as dividends. 

REASONABLE COMPENSATION 

The IRS and the courts frequently scrutinize year-end bonuses 
paid to owner/employees because of the possibility of a 
disguised dividend. Each year, the IRS reminds S corpora¬ 
tions that they must pay reasonable compensation (subject to 
employment taxes) to shareholder-employees in return for the 
services that the employee provides to the incorporated mobile 
entertainment business before a non-wage distribution may be 
made to that shareholder-employee. 

If a shareholder-employee of an S corporation provides 
services to that incorporated business, then reasonable compen¬ 
sation (subject to employment taxes) generally needs to be paid 


in return before any non-wage distributions, such as dividends, 
may be made to that shareholder-employee. Failure to heed this 
warning allows the IRS to step m. 

Provided an S corporation shareholder is an employee who 
has received an actual distribution, the only remaining question¬ 


able area is what amount is"reasonable"for that particular share¬ 
holder-employee. Whether the amount paid for the services 
provided constitute "reasonable compensation"is based upon all 
the relevant facts and circumstances, according to the IRS. 

SELF-EMPLOYMENT TAX 

Although shareholders of a so-called "S" corporation are treated 
much in the same manner as partners, they are not subject to 
the self-employment tax on their share of the S corporation's 
ordinary income attributable to the operation of the business. 
After all, a corporation is a separate entity for tax purposes. 

The question of qualifying for Social Security benefits 
at some future date is merely one of the long-range factors 
that should be considered by couples and families operating 
a business. Today, married couples in business are a reality - 
even though many DJs, VJs or KJs are not aware that their own 
business may be operating as a partnership. 

QUESTIONS EQUAL MORE QUESTIONS 

So-called "reasonable compensation" has always been an issue 
for incorporated businesses. With the Accumulated Earnings Tax 
recently increased from 15% to 20% of a mobile entertainment 
operation's accumulated earnings and the IRS including S corpo¬ 
rations, reasonable compensation that is too high for regular "C" 
corporations, but too low for S corporations, is rapidly becoming 
an issue. 

In order to both profit from and avoid the potential pitfalls 
of reasonable compensation in the face of accumulated earnings, 
early planning is essential before an audit results in headaches 
and expensive penalties. Seeking professional guidance for 
reaping those tax breaks due you, the owner/employee of your 
mobile entertainment business can ensure that you don't run 
afoul of the tax laws in this area. MB 
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I n the last issue, we talked about client profiling and 
the high value of cultivating "sweet spot” customers. 
While not all gigs are Ideal, you at least want them to be 
Acceptable, No one wants to play shows for Nonviable 
customers. We talked about coding your past clients 
using those labels (I, A, N) and looking for patterns. 
That's all nice to know, but now how do you reach the 
best prospective customers? If I have a website, will the 
phone ring off the hook? What if my competitors are 
creating more noise than I am (read: promoting directly 
to the same prospects)? This article takes a closer 
look at targeted promotion and suggests three action 
tips for optimizing your marketing and sales efforts. 

HOW DO CUSTOMERS MAKE DECISIONS? 

Client decision-making is more of an art than a science. They 
are buying entertainment services, not a car, suit of clothes, or 
groceries. Still, the process of making a decision to hire you as 
opposed to one of your competitors will involve a similar process. 
Let's use choosing a vacation destination as an example. Why? 
Because (much like hiring a 
mobile entertainer) it is 1) a dis¬ 
cretionary purchase and 2) there 
are lots of choices. 

Put yourself in the client's 
position. Here are six key com¬ 
ponents of the decision process 
of where to go on vacation: 


1. Time of year and fit with 
available vacation time. 



2. Return to favorite destination or try something new. 

3. Budget. 

4. Need to coordinate with others (friends, family, 
spouse, roommates). 

5. Geographical location and logistics (drive vs. fly; 
domestic vs, international). 

6. Overall purpose (relaxation, adventure, escape, bucket 
list, celebrate a milestone, etc.). 

It’s a myth to think that any one of the six criteria solely 
drives the decision process—It's a bit of all of them. Each 
customer weighs each element slightly differently. To narrow the 
focus, the customer may start by reading a travel magazine or 
searching online for a specific destination. Some may consult a 
travel agent. Almost all will talk to people that they know and 
trust to get ideas, referrals, and validation of their ideas. The final 
decision is a combination of objective factors (price, availability, 
schedule) and subjective factors (purpose and personal feelings 
about the trip). 

So what is the connection with buying mobile entertainment? 

HELPING THE CLIENT MAKE A DECISION 

There are several analogies between planning a vacation and 
hiring a mobile entertainer.Of course the date of the event and the 

budget are key factors. But what 
about the spirit of adventure 
or sharing the experience with 
friends and family? Whether you 
are performing at weddings, 
anniversary parties, corporate 
events, or campus parties, the 
nuances of the decision process 
all come into play. 

Which leads us to promotion. 


John Stlemberg is founder and principal consultant with 
Stiernberg Consulting (www.stiernberg.com)John has over25 
years experience in the music and entertainment technology 
field, and currently works with audio and music companies 
and others on strategic planning and market development His 
book Succeeding In Music: Business Chops for Performers 
and Songwriters is published by Hal Leonard Books. Contact 
John via e-mail at jQhn@stiernberg.com, or on Linkedln and 
Facebook . Follow him at http://twitter.com/JohnStiernberg. 
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Comparing vacations to mobile enter¬ 
tainment, there are three strong 
parallels in the client's decision process: 

1. Using an initial online search to 
narrow the focus. 

2. Consulting with a travel agent 
or booking agent. 

3. Contacting friends or colleagues 
for personal referrals. 

The marketing challenge is to rise above the noise level. 
Your target clients are bombarded with promotional 
messages from both direct and indirect competitors, 

HOW TO MAKE IT EASY FOR SWEET SPOT CLIENTS TO 
FIND YOU 

Knowing that they will turn to the opinions of others for help 
with decision support makes your challenge both easier and 
harder. Easier in that you can target the influencers too; harder in 
that the range of people is potentially very broad. Here are three 
action tips for promoting to your sweet spot. 

Action Tip 1 . Make sure that your online presence is 1 ) up to 
date, 2) compelling, and 3) dynamic. Sure you have a website and 
Facebook page, but are they current? Do you add or change the 
details regularly (which fosters search engine optimization)? Invest 
the time and cash necessary to make your firm easy to find online. 

Action Tip 2. Equip your salesforce with examples of happy 


customers that are in your sweet spot. 
Whether you use an agent or handle 
sales yourself, it is essential to be able 
to provide references and testimoni¬ 
als from the kinds of customers that 
you seek. Get approval in advance— 
and online video testimonials 
whenever you can. 

Action Tip 3. Go where the 
market is. Meet them in person. If you 
want to sell weddings, invest in bridal fairs. If you want to sell to 
civic groups in your community, stage a live showcase event and 
invite the right people—as long as they are in your sweet spot. 

HERE’S THE POINT.., 

Don't rely on your sweet spot clients and prospects to figure 
things out on their own. Cut through the noise by first under¬ 
standing how they make purchase decisions and then build your 
promotional campaign from there. Remember to complete the 
Action Tips in sequence; 1) update your online presence, 2) equip 
your sales team with sweet spot testimonials, and 3) meet your 
target clients in person ("the best form of advertising is word of 
mouth"). 

Next issue well talk about the do's and don'ts of crafting high 
impact sales-oriented promotional messages. In the meantime, 
best wishes for big success in 2014! MB 


Client decision¬ 
making is more 
of an art than a 

science. 
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Branding 

PR FUTURE DEPENDS 
By Big Daddy Walker 


B randing? No we aren’t talking about taking a hot 
branding iron and branding your logo on your 
body. Branding, as defined by the Webster’s dictionary 
is “the promoting of a product or service by identifying 
it with a particular brand.” With that said, what does 
that mean? Unique names are great and are fun to 
devise, but what about your Logo and other company 
imagery? How do they relate to your company? 
How recognizable is your company in your area? 

Branding, if done correctly, should invoke a positive feeling 
when it is experienced both through vision as well as at an event. 
An awareness of your brand is the one thing that will continue 
to stay in the minds of clients and guests long after the event— 
assuming you did a great job at advertising and provided first 
class customer service. 

Branding is an everyday job in today's world. Never before 
have the options for free branding been so widely available, 
with social media like Facebook,Twitter, Pinterest, Yelp, Linkedln, 
Google+, Foursquare and many more. There is no reason your 
presence and reach shouldn't carry you to thousands of people 
without even putting a penny into the advertising arm of these 
companies. 

PAINTING A SELF-PORTRAIT 

Of course having your picture on your website is good for many 
reasons. 1. It shows that you are a real person just like your 
potential client. 2. It builds familiarity with your clients so they 
are familiar with you when you meet for an appointment. But this 
is not branding! 

Branding is a calculated logo that conveys several messages 
to your clients. First, it speaks to the quality of your company. 
What have they experienced in the past with your company? 
What have their friends experienced with your company? 

When building your logo you want to use a professional 
service if it is possible. If you can't, do some research. Use colors 
that invoke emotion and are eye-grabbing; something they will 
look at and be able to absorb in a brief second. You also want to 
maintain continuity in your marketing efforts so that every social 
media site, business cards, flyers etc. Maintain the same look feel 
and content. 

LOOKING BEYOND IMAGE 

By giving back to your community in different ways, not only will 
you feel better than you did at 
the highest paid event you have 
ever worked, but you will also 
allow people who might never 
see you at an event anywhere 
else experience the company 
you have built and the quality 
you bring to the table. There 



are so many charities that need your help doing what you love. 
Playing music for just an hour or two can help great causes or 
local families that are struggling. Believe me, I feel the most 
inspired about what I do when I am finished with a charity event. 

Branding is more than a logo; it's a company environment 
that is nurtured from the top down. If you are taking shortcuts 
in your services, your clients and employees will notice and learn 
to expect that from you. Then your branding efforts will be in 
vain. This is another aspect ofthe all-important subject of quality, 
which I will return to over and over in this column. Quality is the 
key to everything you do with your business. If you haven't built 
your company mission statement on quality, while also living 
and demonstrating to your employees that quality is the number 
one priority, then don't expect to grow your company. 

LEARNING FROM THE BEST 

One ofthe great brands that most of us are aware of is Starbucks. 
No matter where you go you will see or recognize the Starbucks 
brand. Not only will you see it, but you will also think about 
coffee. Or a latte. Ortea. Guaranteed,someffWng will flash through 
your mind. This is branding at its most successful. Starbucks CEO 
Howard Shultz has the following wisdom to share on branding: 

"In this ever-changing society, the most powerful and 
enduring brands are built from the heart. They are real and sus¬ 
tainable. Their foundations are stronger because they are built 
with the strength of the human spirit, not an ad campaign. The 
companies that are lasting are those that are authentic." 

(From Pour Your Heart Into It: HowStarbucks Built a Company One Cup at a Time) 

This quote sums up what 
it takes to build a success¬ 
ful brand today. Remember: 
Starbucks isn't the cheapest 
cup of coffee...but they are 
ALWAYS BUSY! MB 




4 




Among many honors t Cincinnati's Big Daddy Walker 
(a.k.a. Allen L Walker) has been chosen Best of Weddings 
four times at The Knot , and is a three-time winner of 
Wedding Wire's Bride's choice award. He strongly believes 
that a DJ should not only provide entertainment but also 
create memories that are cherished for life . 
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The REAL Reason Why the 

Bride Didn't Hire You 

By Stephanie Padovani 


Y ou meet with a couple and everything 

goes great. They love you, you love 
them; it's a match made in heaven. 

Except—they don't book you. 

Even if you have the guts to ask the bride or groom why 
they didn't hire you, their answer doesn't tell the whole story. 
Most couples will say it came down to budget because that's the 
easiest answer. 

If you're ready to delve deeper and learn the truth, here are 
the real reasons why she didn't book you. 

(*For the sake of brevity I have chosen to use the words 
"bride" and "she” in this article. I'm not suggesting that only 
brides or heterosexual couples plan a wedding. Really.) 

1. YOU LOOK EXACTLY THE SAME AS THE CHEAPER 
COMPETITION. 

It's never about price, even when they say it is. 

imagine that you're planning to buy your dream car. You 
settle on the make and model with all the features you want. 
Then you go down to Car Dealer #1 who quotes you a price of 
$25,000. Car Dealer #2 down the street charges $23,000. 

it's the exact same car and you don't notice any differences 
in service, quality or warranty. Which dealer do you buy from? 

You buy from Dealer #2. Why would you pay more for the 
exact same car if you don't have to? 

The same thing happens with the bride or groom. If they 
can't distinguish you from the lower priced competition, they're 
going with the cheaper price. 

When a bride ditches you for someone cheaper, it's not just 
all about price. It means you didn't communicate your value. 

2. YOU DIDN’T LOOK, SOUND AND ACT PROFESSION¬ 
AL AT THE MEETING. 

At the meeting, every aspect of your interaction is under a micro¬ 
scope, and the couple assumes you'll behave exactly that way at 
the wedding. 

If your office is disorganized with shrieking children and 
animals tearing through the room, that image of chaos can blossom 
in the bride's imagination. If you dress like a bum and have a wicked 
case of halitosis, she's imagining the horror on her guests'faces. 


nightmares that you won't show up for the wedding, 

You must respond within 24 hours, no exceptions.Otherwise, 
she won't trust that you'll show up on her big day. 

4. YOU DIDN’T MAKE HER FEEL SPECIAL. 

When asked to describe what they want the wedding day to be 
like, 99% of brides will answer, "I want it to be unique and fun." 
What she's really saying is that she wants to feel unique and one 
of a kind, because that wedding is an extension of her. 

If you give herthe impression that she's "just another number" 
by making assumptions, getting the wedding date or details 
wrong or (God forbid!) forgetting her name, you've failed the test. 

5. YOU TALKED ABOUT YOURSELF INSTEAD OF HER. 

One of the biggest DJ stereotypes is the obnoxious MC who talks 
non-stop on the microphone. If you're the one doing most of the 
talking at your meeting, it's easy for her to assume that's exactly 
what you're going to do at the wedding. 

Ask open-ended questions to get the couple talking and 
then listen. If the couple doesn't do at least 80% of the talking, 
you're losing the wedding, 

6. YOU DIDN’T ASK FOR THE SALE. 

If you don't ask for the sale, you certainly can't book the wedding. 
One DJ we met actually discourages couples from booking that 
day and urges them to meet with at least three other DJs! 

The more time that goes by after your meeting, the less 
likely they are to book you. 

7. SHE “FELL IN LOVE” WITH ANOTHER DJ WHO 
PAINTED THEMSELVES INTO THE PICTURE OF HER 
PERFECT WEDDING DAY. 

Above all else, the bride is buying an experience when she 
books. And that experience isn't focused on a DJ, MC and elegant 
uplighting, either. 

The experience she's buying is the certainty that she will feel 
special and that her uniqueness will be reflected by the look, sound 
and feedback she gets from guests that dance all night long. 

If a competitor comes along and asks the right questions 
to learn what she wants, then describes that in her own words, 
placing himself as the entertainment director, she will book him 
instead of you. 

Don't buy the easy myth that price is the reason why you 

didn't get hired. Identify which 
of these seven mistakes you 
made and fix it. MB 


You'll lose the wedding if you don't attend to the small 


details and project profession¬ 
alism throughout. 

3. YOU DIDN’T RESPOND 
QUICKLY ENOUGH. 

As soon as you don't respond to 
her email or voicemail almost 
immediately, she's having 



Stephanie Padovani and her husband, Jeff, are the 
dynamic husband-wife duo behind Book More Brides, 
the #1 marketing resource for the wedding industry. 
Visit BookMoreBrides.com/priceshopper to learn how to 
position yourself as a vaiued Wedding Expert in only five 
minutes . 
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Business Wisdom for DJs 

By Dave Ramsey 

L J 


r > 

Superstar Salespeople 


A 

Another thing I'd tell you in this kind of situation 
is to make sure the person involved understands 
that any compensation agreement you initiate in the 
beginning is on a trial basis for a specific length of 
time. You're venturing into uncharted territory here, 
and while you want to make sure your new salesman 
makes enough money to eat and have a decent life, 
you don't want him to make more than the company. 

Come up with a temporary compensation plan 
that's agreeable to you both at the outset. Then, 
have an agreement to revisit the plan in 90 days, 
six months or a year down the road. There may be 
some time, and a little bit of give and take involved, 
but in the end you've both got to be okay with the 
upside and downside of the scale and the natural 
results. You'll both be really happy if he's busting it 
and making himself and the company financially suc¬ 
cessful. But as a business owner, you kind of want him 
to starve out (not literally) if he's not making sales! 

- Dave 

V_ J 


Dear Dave, 

l own a landscaping company, and recently I hired some 
superstar employees. One of them is really good, and I'd 
like to turn him into a salesman. How should I start this 
process? 

- Daniel 
Dear Daniel, 

The first thing I'd do is talk to some other landscaping 
companies outside your area that are about your size, 
while big enough to have a salesman or two, and pick 
their brains as to how they're structured. You could 
go visit them personally, or it could be as simple as a 
phone call. Just let them know you're thinking about 
hiring your first salesman, and find out how they pay 
their guys and if it's working well for everyone. 

What we're talking about here is called best 
practices in business. Find something that works for 
someone else in your same industry, and apply it to 
your situation. Think of it this way. If you wanted to 
lose weight, you'd begin by doing what thin people 
aredoing, right?You emulate behavior that generates 
positive results. 




Mobile Beat Notes 

From MB Editors: This is something we are going 
through now at our local DJ company. We have DJs 
who are fantastic performers and MCs who want to get 
themselves booked more often (ie. make more money) 
and have the right skill set to work with the potential 
clients (usually brides.) While we have always encour¬ 
aged our DJs to be involved in the sales process at at 
least one pre-contract "meet the DJ" meeting, we are 
finding that this deeper connection with the bride and 
groom is great for the whole event. f-Jji 1 



J \ 


Dave Ramsey is America's trusted voice on money and business. He's The Dave Ramsey Show is heard by more than 6 million listeners each 
authoredfourNewYorkTimesbest-sellingbooks:Finanda\Peace,More week on more than 500 radio stations. Follow Dave on Twitter at @ 
Than Enough, The Total Money Makeover and EntreLeadership. DaveRamsey and on the web at www.daveramsey.com. 
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What's the "RAP" on You and Your Business? 


I KNOW YOU LOVE YOUR BUSINESS. DO YOUR CUSTOMERS? 


By Jeffrey Gitomer 


w 


hat do you mean you don't know the “RAP” 
on you and your business? YOU CREATED IT! 


Just ask Mother Google. She is standing by with millions of 
info-bits and info-bites about you and your business that you (or 
anyone) can have in a nanosecond. For free. 

What is posted about you (not what you have posted about 
yourself) on Google, or on any social media, is a reflection of how 
others perceive you. It's also what others, who are looking for you 
or what you sell, may think of you once they find you. In short, 
it's your "RAP." 

The old word is"rap sheet."It was a police term for a summary 
of what was factual about your past - your record of events - 
mostly bad. It was a forerunner to Google, 

I am creating and redefining a new "rap sheet" that encom¬ 
passes both good and bad. It's not just about "what was" - your 
21st century RAP sheet is about both "what was" and "what is,' 
And just like the old rap sheet - you create it. 

Unlike the old rap sheet, the new RAP sheet can help you 
attract and grow IF you're aware of your online presence and how 
that affects and impacts your sales and your business. 

The new RAP sheet - or should l say the "RAP of sales" - is 
broken down into segments that define the process by letter (R.A.P.) 
and once you read them, you will at once have an understanding 
and a game plan to improve in each area. You'll also have insight as 
to why the new RAP on you can make or break your business. 

Here are the RAP elements: 


if 


REPUTATION 


Built slowly over time, your reputation defines your present 
situation and your next sale. It documents how you react, 
respond, and recover from service calls and issues, and it cements 
your image both online and in the customer's thoughts. Your rep¬ 
utation is a reflection of your status in the business world, and a 
reality check from your customer's perspective. 

DO THIS: Take responsibility for your reputation, and take all 
necessary actions to build and preserve it. 


ATTRACTION 


Not the "law of attraction" - rather VALUE attraction. What val¬ 
ue-based messages are you sending? What messages are your 
customers responding to? How are these messages creating 
a bigger, more responsive, more positive, more loyal customer 
base? Everything from daily tweets and blog posts to one-on- 
one customer interactions create your word-of-mouth and word- 
of-mouse attraction. 

ASK YOURSELF: What's attractive about me and my business? 
Why would a customer follow me? What do I have to do to create 
more positive followers? 


PROFIT 


Not your profit, THEIR profit. Make certain that every customer 
knows and understands how they win AFTER purchase, how 
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they use and produce, 
and how they benefit and 
enjoy. Concentrating on 
customer value also has a 
positive internal effect. When 
customers are happy and feel 
valued, it creates a loyalty-base 
of customers AND employees. 

Profit is way more than money. 

Here are a few companies 
you can look at as examples of 
good, mixed, and bad: I 

BAD RAP: Borders, Blackberry, 

Yellow Pages, AOL 1 

MIXED RAP: American Airlines, 

Goldman Sachs, JC Penney, DISH 
Network 

GOOD RAP: Amazon, Zappos, 

Southwest, Bloomberg 

It's easy to see the RAP of others. It's 
often way more difficult {and painful) to 
see your own, 

Here's a bit more on how you create your own rap: 

* Your corporate and personal philosophy guides your 
words, actions, and deeds. Your philosophy is comprised of the 
principles you live by. Beyond your mission, it's how you help 
others and how you live your core values. 

* Create a culture of comradery and support, communica¬ 
tion and truthful information, service and response, and avail¬ 
ability and helpfulness. Culture is your long-term essence. Your 
spirit. Look at all the companies I listed under"good rap.'They all 
have amazing internal cultures. Not a coincidence. 

* Treat your people right and they will treat your customers 
beyond your expectations. 

Reputation, Attraction and Profit are THE three words that 
define your business in the minds, responses, posts, and actions 
(including purchases) of your customers and prospects. Now 
that you know the words, their definitions, and their impact, 
it may be time to do a review - both internal and on Google. 
Identify your RAP, define it, and make whatever positive changes 
are necessary to build it. 

Your RAP is out there - the question is: what are you doing 
about it? 







Jeffrey Gitomer is the author of twelve best-selling books t 
including The Sales Bible and The Little Red Book of 
Selling. His bestselling 27.5 Unbreakable Laws of Selling 

is now available as a book and an online course at www. 
gitomerVT.com. For public event dates and information 
about training and seminars visit www.gitomer.com or 
email Jeffrey personally at salesman@gitomer.cam. 
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BMP' 


We don’t want the party to end! 


rhpv . re the words you always want to hear at the end of the gig. 
rhey rethe worasy » |t takes ta|ent , practlce , and 

How do you get to be t g MOBILE BEAT, 

the kind of content you find in every issue ot ivim 

i infortunatelv YOU ONLY HAVE ISSUE LEFT, after the 
on" got or are about to get. We'* reminding you now 

so you don t miss a B6at, 

Whether you've been DJing for decades or just stepped up to 

the mic, Mobile Beat's performance tips tech ^ 

ness guidance, and much more, ma e y 

can use to improve. 

BFV1EW TODAY and keep Mobile Beat, in print and digital ver- 
5S and inspiring you throughout the year. It s easy: 


GO to MobileBeat.Com 

then CLICK 

"M ember s-Subscribe or Renew" 


CALL 515-986-3344 ext 0 

RETURN THIS CARD with payment 
to the address on the other side 


BEST VALUE: 
$65 usd 
for 3 YEARS 


$25 usd 
• 1 YEAR 


m 


Karaoke Suite 


Fun with Multiple 
Song Versions 

























51 5-986-3344 x300 
OR EMAIL SALE3@MOBILEBEAT.COM 



B2 Lighting FX 

www.b2dj.com 

816-224-0044 

29,59 

Blizzard Lighting 

www.blizzafdlighting.com 

* 

68 

CHAU VET DJ 

www.chauvetdjcom 

- 

9 

Dawn Pro Audio Systems 

www.dawnproaudio.com 

- 

27 

DigiGames 

www.digigames.com 

888-874-8427 

21 

DJ Companion Books 

www.mobilebeatbookstore.com 

800-257-7635 

39 

Full Compass 

www.fullcompass.com 

800-356-5844 

37 

1 DJ NOW 

www.idjnow.com 

631-321-1700 

31 

Innovative LED 

www.innovativeledsales.com 

855-303-8100 

33 

KaraokeDownloads.ca 

www.karaokedownloads.ca 

* 

45 

Mackie 

www.mackie.com/SRM 

* 

5 

MBLV18 Sensational Giveaway 

www.mobilebeat.com/las-vegas-dj-show 

- 

53 

Music Trends 

www.musictrends.com 

888-621-3535 

25 

Odyssey • Red Line Series 

www.odysseygear.com 

- 

11 

Odyssey - ScrimWerks 

www.odysseygear.com 

- 

2 

OmniSistem 

www.omnisistem.com 

- 

51 

Open Air Photo Booth 

www.openairphotobooth.com 

- 

19 

Play Something We Can Dance To! 

www.mobilebeatbookstore.com 

800-257-7635 

65 

Promo Only 

www.promoonly.com 

407-331-3600 

67 

QSC 

www.qsc.com 

- 

3 

Scrim King 

www.scrim-king.com 

- 

23 

Select Mix 

www.selectmix.com 

- 

41 

Steven Parry Marketing 

www.stevenparrymarketing.com 

702-605-0507 

48 

Subscribe to Mobile Beat! 

members.mobilebeat.com 

515-986-3344 xO 

64 

TricerasSoft 

www.tricerasoft.com 

- 

7 

V-Moda 

www.v-moda.com 

- 

17 




TO IMPROVE YOUR 
PROGRAMMING: 


PLAY SOMETHING WE 
CAN DANCE TO! 


Updated yearly since 1997 f Play 
Something We Can Dance To! is a 
data CD+spiral-bound book pack¬ 
age featuring essential song info 
for DJs. Compiled by MB's own 
Jay Maxwell, PSWCDT columnist 
for more than 2 decades, the 
book contains lists sorted by 
Title, Artist, Category, Year and 
BPM, Plus, 12 of Jay's best col¬ 
umns are included 

TODAY'S TOP TUNES * PARTY * REGGAE * 
JUST 4 FUN * LATIN DANCE 1970-NOW 

* VINTAGE GROOVES * CLASSIC ROCK 

* NEW WAVE * HIP-HOP * MODERN 
ROCK * FAST COUNTRY * SLOW COUNTRY 
« SLOW SONGS 1955-NOW * BIG BAND * 
AMERICAN SONGBOOK * LIFETIME LOVE 


This could be just what you need, to 



ORDER YOUR SET TODAY: 

• Go to www.mobilebeat.cam 
• Click on Bookstore 
* Scroll down, or search 
• Or call 515-985-3300 extO 






THE LAST WORD 



By Mark Peace Thomas with Staci Nichols 


I have had the good fortune to be allowed to speak on 
two separate occasions at Mobile Beat Conferences. 
This year, I presented “The Art of Interaction 2.0” with 
my good friend and colleague Zan the Man. Our goal 
was to remind DJs that becoming true "entertainers" 
will separate them from the those who just play music. 
Many of us have already felt the effects of “free” 
music, the iPod, and the low barrier of entry into 
the DJ business. We each have to step up our game 
and become effective MCs who engage audiences 
while also finding ways to offer additional options. 

I was speaking to fellow WED Guild member Dave Ternier 
from Special Request Weddings in Manitoba, Canada, about 
my presentation at MBLV18. Dave had attended "The Art of 
Interaction 2.0''and mentioned how he and someotherattendees 
had felt put off when I asked for volunteers then told the only 
female volunteer to sit down. Dave's honesty and frankness in 
analyzing my faux-pas with me led me to reflect on the situation, 
and then write this article. 

For those who were not at the presentation, Zan explained 
that "the inner game" involves the three Cs: Conversation, 
Confidence, and Communication. I was in the process of demon¬ 
strating what we call"the outer game/'which is a manifestation of 
the inner game. I held a "Dance-Off" to display an example of the 
outer game and began by asking for volunteers from different 
states/areas- no gender was mentioned. 

At weddings, I plant a seed early by asking each table to 
pick a male representative. I invite guests to talk amongst them¬ 
selves and choose the most fun-loving, handsome, creative guy. 
Mid way through dinner, I may bring it up again and see how 
many table reps have been chosen, giving encouragement 
when necessary. When it's time, I have the male table reps come 
forward, and we start the Dance Off. 

During our seminar, when the lone female—Staci Nichols 
from Revolution Weddings in San Diego—came forward, I 
promptly sent her back to her chair. I forgot that a basic rule 
of improvisation is to always say "yes" and not discount what 
is happening in the moment. In other words, go with the flow! 
While Staci was willing to be a part of the fun, I sent her away. Not 
only did I confuse the other attendees, but I created an alienat¬ 
ing environment and even offended some. I, the communication 
teacher, had not communicated dearly! My miscommunication 


actually caused some attendees to “boo" me! 

The lessons I learned: 

1. COMMUNICATE CLEARLY 

/must be specific when l talk. Avoid confusion. 

Dave brought to my attention that he and others were 
asking, "Why is he sending the 'girl' away?" Ah-ha, I then under¬ 
stood the "boos" from the audience. I realized that I had not 
specified "males." 

2. BE PREPARED 

I will create a game plan and explore ideas on how to deal with 
different scenarios. 

Dave also brought up the idea of having the male and 
female volunteers pair up to compete, which would create a new 
dynamic and possibly encourage a hilarious "battle of the sexes" 
when women are dealing with a song like "Sharp Dressed Man" 
or the opposite when a man is dealing with a song like "Girls Just 
Wanna Have Fun".There is a reason Dave is a WED Guild member! 

3. OWN MISTAKES 

I take responsibility for all my decisions and do my best to learn 
from them. 

I reached out to Staci to apologize. She was so cool that she 
ended up proofreading this article, adding to it and improving 
the content. 

4. ASSESS OFTEN 

Review a situation while it is happening at before taking action... 
and continue to assess even after the event. 

Staci was my curve ball during my presentation and instead 
of stepping back out of the batter's box to take a moment. 
I abruptly took a swing. I should have asked "Is this woman 
really going to affect the entertainment value of this activity?" 
Fortunately, I continued to assess my choice after the conference 
leading me to some fresh, new ideas. 

5. STAY POSITIVE 

We are all human. I strive to remain positive and focus on what 
can be done to move forward. 

I tend to dwell on my past decisions, but the key to true 
happiness and success is the ability to accept the past and look 
ahead. Someone once said,"The rear view mirror is small, and the 
windshield is big so we can look ahead." MB 
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Introducing POOL 3.0 


ill POWERED BY 
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DAILY DELIVERY 
OF HIGH QUALITY 

FILES 



• 320 MP3 

• CD-QUALITY M4A 

• HD MPEG4 

• CLEAN, QUICK, & INTRO EDITS 


PERSONALIZED 

DOWNLOAD 

MANAGER 


HD MUSIC VIDEO 
VIDEO INTRO EDITS 
& VIDEO CLASSICS 


FULLY CLOUDED 




• CUSTOM FILTERS 

• CUSTOM FILE NAMING 

• CUSTOM SEARCH ENGINE 

AND MORE ... 

• 720P WIDESCREEN 

• NO SKITS OR BREAKS** 

■ CLEAN A EXPLICIT 

• DECADES OF CLASSICS 

• ANYTIME, ANYWHERE ACCESS 

• SECURE REMOTE BACK UP 

• FREE LIVE TECH SUPPORT 


CUSTOM PLANS 
& BILLING OPTIONS 



• FLEXIBLE SUBSCRIPTIONS 

• FLEXIBLE MONTHLY PLANS 

• NO LONG-TERM COMMITMENT 

• PAY-AS-YOU-GO OPTION 


-Only available on QUICK & 11 NTRO EDITS, 

jump in todav , with no obligation, visit www.promoonly.com 


Promo Only OnLine ■ Music is Our Passion. 

’Must be a professional DJ, VJ or entertainmeni venue residing in the USA to receive this no-obligation offer Existing end former subscribers 
may selecl a new POOL product to demo. Video Classics are excluded. Promo Only ■ 257 S Lake Destiny Dr ■ Orlando, FL ■ USA 407-331 -3£)0t) 




























































